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The focus of this plan is to identify initiatives that will result in helping 
Blowing Rock become an even better, stronger, more desirable place in 
which to live, invest, and visit.

More specifically, this plan has been developed to answer the question: 
“What can be done in Blowing Rock to mitigate the effects that being an 
extremely popular visitor destination has on the quality of life for local resi-
dents, particularly during the peak summer and fall months?”

To address this effort, the team at Roger Brooks International and the 
Destination Development Association (DDA) were selected to produce this 
plan. Roger visited Blowing Rock for more than a week during the “shoulder” 
season (May), and then spent more than three weeks in Blowing Rock during 
the last weeks of June, through the Independence Day holiday, and well into 
July, observing traffic, parking, pedestrian access, busy hours and days, wait 
times at restaurants, lodging occupancies, as well as observing street closures 
during events (Independence Day Parade, Art in the Park).

This plan focuses primarily on product development initiatives. Blowing 
Rock, in the long run, will be judged by its product, not its marketing. 
Marketing will bring visitors to Blowing Rock only once. The key ingredients 
that bring them back are:
          - The primary draw (scenery, Blue Ridge Parkway, Art in the Park...)
          - The complementary activities (shopping, dining, entertainment)
          - Amenities (parking, visitor information, restrooms, benches...)
          - The people they interact with

It’s far less expensive to bring people back than to always seek new, first-
time visitors. Blowing Rock is one of the most enjoyable communities in the 
country in terms of primary draw: the mountains, views, in-town and nearby 
attractions (Grandfather Mountain, Tweetsie Railroad, Blue Ridge Parkway, 
the Blowing Rock, Moses Cone, and many others). 

Blowing Rock already offers an amazing array of complementary activities, 
especially for a town of just 1,300 full-time residents. These include thirty or 
more restaurants, a variety of unique retail shops, and beautiful parks and 
gathering areas. This is extremely important since the top activity of visi-
tors—not the reason they come, but the primary activity once they arrive—is 

THE FOCUS AND GOALS OF THE PLAN
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THE TOWN OF BLOWING ROCK: LEAD ROLE
While this plan was commissioned and funded by the Blowing Rock TDA, 
it’s really a Town of Blowing Rock Action Plan. Twenty-two of the twenty-
five recommendations in this plan will be implemented by the town, since it 
controls the streets, land, and public amenities. The TDA, on the other hand, 
will provide funding, as laid out in this plan, for many of the projects, and 
will also play an advocacy role in moving the plan forward.

To accomplish the goals in this plan, the Town Council, which is in place to 
set policy, needs to review this plan and instruct the staff to implement the 
plan to the best of their ability, and to seek the necessary funding to imple-
ment the recommendations outlined here.

All 25 recommendations made in this plan should begin to be implemented 
in 2022. Yes, you read that right. All 25 should be well underway this year. 
This does not mean that all 25 will be fully implemented, but all of them 
should be underway.

Most of these recommendations intertwine with each other. For instance, the 
Town already has committed to working on and replacing underground utili-
ties in the core downtown area. It only makes sense that widening sidewalks, 
removing parking along Main Street (85 spaces), and developing a parking 
deck to accomodate those spaces plus hundreds more, be implemented to-
gether rather than as separate projects.

This is a fantastic opportunity for the Town Council to create a lasting legacy 
for the Town of Blowing Rock, by dramatically improving the quality of life 
for its citizens: both full-time and part-time residents, while improving the 
visitor experience.

Additionally, implementation of this plan will increase the tax base of the 
town, substantially increasing the town’s annual revenues, which can, in turn, 
be used to fund these and other local improvements outside the scope of this 
plan.

The timing couldn’t be better for implementing a plan of this nature: The 
pandemic has created a huge pent-up consumer demand for travel, of 
which Blowing Rock has been a direct recipient. This has netted nearly 
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half-a-million dollar TDA surplus, which in this plan is being directed to off-
setting some of the costs of implementation.

In addition, the federal government is investing trillions of dollars towards in-
frastructure projects, providing grant opportunities for virtually every recom-
mendation in this plan.

When Roger Brooks presented this plan to the Town Council and public, he 
noted that implementation of this plan would cost approximately $22 million 
dollars to fully implement. That includes an $11 million parking structure.

The parking structure’s price tag is self-funding through the creation of park-
ing fees, which can be borrowed against to build the structure, leaving the 
other $11 million in projects to be funded from other sources. 

Nearly a million dollars of this is being provided by the TDA, by allocating 
its surplus funds and product development funds (a third of its annual rev-
enues) to this effort. 

With nearly $300,000 a year in product development funding from the TDA, 
this can be leveraged to cover nearly $3 million in projects—much like the 
existing parking structures were funded in downtown Blowing Rock.

This leaves $7 million, of which much (if not all) could be funded through 
a number of federal and state grant sources such as the Community 
Development Block Grant Program (CDBG) and others.

There are several projects in this plan that might be funded through phila-
thropic means, such as providing naming rights for the two small amphithe-
aters in Memorial Park and on the shores of Broyhill Park in exchange for 
funding their development.

All in all, while the numbers may seem large, this entire plan will also 
increase revenues to the town through increased value of commercial real 
estate and sales taxes to help offset the management and maintenance of the 
new projects.

Comparatively, if the town were to build a modest 1,200 seat performing arts 
center, the cost would be in the $40 million range. Even developing three or 
four ball fields with night lighting would cost several million dollars.

All in all, this plan will dramatically improve the quality of life for every 
Blowing Rock resident, will mitigate the effects of increased tourism spend-
ing locally, and will create a lasting legacy for this Town Council and the 
town’s staff.

To secure funding opportunities, the Town may elect to contract with a 
professional grant writer. The contractor would not only look for federal and 
state funding sources, but also look at non-profit organizations such as the 
National Endowment for the Arts (NEA) and others, and would also promote 
philanthropic opportunities for some of the initiatives in this plan.

THE BOTTOM LINE

Every elected official in America was put in office to improve the quality of 
life for its citizens. This includes school boards, planning commissions (cho-
sen rather than elected), town and city councils, governors, and the President 
of the United States.

This plan does more to improve the quality of life for Blowing Rock residents 
than any other plan developed for the town in recent memory. And it does it 
affordably, and without asking residents to support new bond issues (taxes).

Typically councils spend a tremendous amount of their time and energy to 
fixing things—a reactive approach to making the community better. In this 
plan, the Town will be taking a proactive approach, for instance, developing 
a 600-space parking structure versus a 300-space structure. Creating wider 
sidewalks now, not down the road. Making downtown about people, not 
traffic. Increasing cultural offerings beyond just shopping and dining.

All of these initiatives will make Blowing Rock one of America’s best small 
towns and a fantastic place to live, work and play.
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shopping, dining and entertainment in a pedestrian-friendly, intimate setting: 
Blowing Rock’s downtown. 

This is where 80% of non-lodging visitor spending takes place. Blowing Rock 
does an excellent job of monetizing these “complementary” activities. In fact, 
downtown eateries and retail shops have become, on their own, a primary 
draw to Blowing Rock.

Over several weeks, we found the local workforce to be friendly, eager to 
please, and pleasant. Where Blowing Rock needs vast improvement is in the 
amenities, particularly public parking, wayfinding, and traffic flow.

Some feel that Blowing Rock suffers from “overtourism,” but we found that 
not to be the case. “Overtourism” is the inability to mitigate the effects of so 
many visitors that local businesses cannot accommodate them, lodging is at 
or exceeds capacity during peak months of the year, the environment is be-
ing overrun, and the infrastructure cannot handle the influx of visitors.

The bottom line: Blowing Rock does not suffer from overtourism EXCEPT 
when it comes to the infrastructure to support local residents, workers, and 
visitors. It comes down to one primary issue: a severe lack of parking.

Developing this plan included a major effort in reaching out to both full-time 
and seasonal residents to ask for their input, observations, and suggestions 
on ways to make the town a more pleasant place in which to spend time 
during the peak summer and fall months.

THE PROCESS
The process used to develop this plan included:

- A Destination Assessment: A photographic look at Blowing Rock and the 
surrounding area through the eyes of a first-time visitor, or a person look-
ing to locate to the area, or as an investor. This included visits in both the 
shoulder-seasons and peak season months.

- Public outreach: An online questionnaire, several well-attended public 
workshops, interviews with local and area stakeholder groups (residents, 
businesses, lodging, town leadership, schools, home owners, etc.), and con-
versations with individuals both in person and via email.

- The Roger Brooks Team reviewed the Blowing Rock Tourism Development 
Authority’s (TDA) annual budgets, lodging tax revenues, capital proj-
ects and expenditures, its marketing efforts, and staffing.

- Brooks also reviewed Blowing Rock’s visitor profile (who visits the town) 
dating from 2013 through 2020, as well as quarterly summaries provided to 
the public by the TDA in 2019, 2020 and 2021.

- The review included a 2020 Fall Season Survey of local businesses and 
market research provided by Magellan Strategy Group detailing visitor pro-
files and how Blowing Rock is perceived by visitors.

- Brooks reviewed the 2021 Advocacy Plan, and subsequent input from the 
Blowing Rock Civic Association, the voice for many of the local residents, 
with a focus on seasonal home owners. 

- The Brooks Team reached out to all lodging properties seeking monthly 
occupancy levels to review overnight stays by month—and weekends versus 
weekday stays.

- Research included statistical information from the State of North 
Carolina’s Tourism Office and from other state, regional and national agen-
cies and organizations providing trends, COVID-related information, and 
funding resources for recommended capital projects detailed in this plan.
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HOW TO USE THIS PLAN
This document is an Action Plan as opposed to a Strategic Plan. Instead of 
concentrating on general strategies, goals and objectives, an Action Plan 
starts with the vision: In this case, what Blowing Rock will look and feel like 
in three years, once the recommendations detailed in this plan have been 
implemented. The Action Plan provides detailed recommendations for spe-
cific actions to bring the vision to life.

Each recommendation is placed in chronological order of when its imple-
mentation should begin. And for each, the following is provided:
          - A title for each recommendation
          - When it would begin implementation
          - A brief description of the recommendation
          - The lead organization or entity charged with its implementation
          - An approximate cost to implement it
          - Options on how to fund it
          - Detailed “how to” information and the rationale for making the 
   recommendation

With a plan of this nature, brevity is important. The table of contents can be 
used as a checklist, marking off each assignment as the community, and its 
stakeholder organizations, implement their recommendations. This is a “To 
Do List” style of plan.

While this plan includes several long-term recommendations, this is a three-
year Action Plan. Research has shown that long-term plans tend to end up on 
a back room shelf gathering dust. Over time, situations change, and so plans 
need to be adjusted as well to the changing situation.

At the two and a half year mark of this plan, the Blowing Rock TDA should 
begin developing the next three-year plan.

Finally, this plan is very much like a jigsaw puzzle—each recommenda-
tion ties into other recommendations. To see success, you must implement 
the entire plan with no half-measures, short cuts, or elimination of some of 
the initiatives outlined in this plan. After all, a puzzle with missing pieces is 
largely worthless.
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FINDINGS, FACTS & SOLUTIONS
The basis for every recommendation in this plan came from numerous sources including:
  - Outreach with local and area residents
  - Input from stakeholder group meetings and one-on-one interviews
  - Research into lodging occupancies by month, weekday vs. weekends
  - Research into visitor demographics and psychographics
  - Review of overnight vs. day-trip visitors
  - Seasonality research
  - State tourism research (comparative analysis)
  - Review of current and past marketing efforts
  - Review of past plans and studies
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INPUT FROM LOCAL RESIDENTS
Over a six-week period during the summer of 2021, an online questionnaire 
was available and promoted to solicit feedback from local residents, area 
residents, and from visitors. Nearly 500 people responded with 70% of the to-
tal responses coming from residents within the town limits of Blowing Rock.

Thirty-nine percent of the respondents live in Blowing Rock full time, twenty 
percent are not residents of the community, and the balance (41%) are part-
time residents of the community.

The only other demographic question was the age range of the respondent. 
Eighty-six percent of the respondents were 45 years or older. 
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If you are a Blowing Rock resident, how much of the 
year do you spend in the community?
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The remaining five questions were open-ended, allowing respondents to 
speak their minds, offer suggestions and ideas, and provide input into this 
planning effort. The “common responses” you see are a combination of what 
was noted in the online questionnaire and in interview sessions with local 
stakeholder groups.

Here are the common themes, per question.

Question #4: What are the three things you like best about Blowing Rock (the 
town) besides its people? We know they’re great.

Common responses:
- Outdoor activities  - Local shops and restaurants
- Quaint, small town charm - Parks and lakes
- Walkability of downtown - Safe and clean
- The weather

Question #5: What are the three biggest challenges you see for Blowing Rock 
(the town)?

Common responses:
- Parking, parking, parking - Parking, parking, parking
- Traffic congestion and noise (much due to parking issues)
- Cost of living | lack of affordable housing
- Lack of good-paying jobs
- Just too busy (hard to access restaurants) - Too many tourists
- Possibility of the town losing its soul and its small town atmosphere

Question #6: What do you think Blowing Rock should or could do to make it 
a better place to live and to visit? Please be specific.

Common responses:
- Fix the parking problem - Resident parking permits
- Improve signage (vehicles and pedestrians)
- More restaurants, allow food trucks
- Better and wider sidewalks, crosswalks, pedestrian signals
- Shops should be open during evening hours
- Overhead power lines: Bury them while you have the chance
- Enforce the speed limit on Hwy. 321
- Enforce the use of Airbnb and short-term rentals
- Develop a dog park downtown
- More activities for young people

Question #7: If there was one thing you’d like the town to do right away, to 
make it an even better place to live, work and play, what would it be?

Common responses:
- Add more parking | fix the parking problems
- Crosswalks and sidewalks: more, wider, repair, etc.
- More music in the park, more local talent front and center
- Add bike lanes, bike racks, stroller parking areas
- Add recreation center with pool (year round)
- Have more shops featuring local arts and crafts
- Improve social media footprint for locals

Question #8: When friends and family visit you, where do you take them? 
What’s the one thing you do, or one place you frequent while they are in the 
area?

Common responses:
- 1) Main Street  - 2) Local shops  - 3) Local restaurants 
- 4) Bass Lake  - 5) Hiking local trails - 6) Cone Manor 
Also:
- Memorial and Broyhill Parks
- Price Lake (boating) - Grandfather Mountain - BRAHM
- Moses Cone Trails - Mast General Store - Kilwins Ice Cream
- Blue Ridge Parkway - The Blowing Rock
Note: Only two responses noted taking visitors out of the area
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Question #9: Is there anything else to add?

Common responses:
- “How can you improve on perfection?”
- “We love Blowing Rock!”
- “I like the way the leaders have kept the charm of the town”
- Visitors NEED evening activities! Shops shut down at 5:00 or 6:00
- Bury the power lines downtown
- Wayfinding along Highway 321 to downtown
- “Get parking under control”
- “Hosting events we can’t handle or accommodate hurts us...”
- Traffic calming, 321 engine braking, slow the traffic on 321 at Sunset
- Clean streets and sidewalks more often (every couple of days)
- Make Sunset at 321 stand out. Don’t fold to one or two people
- “The positives far outweigh the negatives”

STAKEHOLDER INPUT
Over several days, the DDA Team met with local stakeholders including:
  - Blowing Rock Civic Association
  - Other residents of Blowing Rock
  - Town Council
  - Education (the school)
  - Front line employees
  - Lodging properties
  - Retail merchants
  - Restaurants
  - Real estate professionals
  - Chamber of Commerce
  - The Greenway
  - NC Dept. of Transportation
  - Blowing Rock TDA board
  - Tourism Development Authority staff

Here are the common challenges presented by these groups:
 - Parking at the school is taken up by local employees
 - Trash pickup on Thursdays conflicts with school traffic downtown
 - There is little or no marketing to home owners
 - Antiquated zoning, parking requirement laws
 - Every commercial project requires a conditional use permit

 - So much red tape, it’s not worth making building improvements
 - The rental of town-owned facilities for weddings and private functions 
   negatively impacts parking, facilities availability, and traffic flow and 
   often competes with other public events.
 - The town needs better coordination of events

LODGING RESEARCH
We were able to secure data from a large portion of local lodging establish-
ments to help guide the marketing effort, and to see if there’s a need to 
market during the peak season months. The chart, below, shows that even 
during the peak months of July, August and October, most lodging establish-
ments still have a twenty percent vacancy rate.

The following chart (next page) shows weekday occupancy levels. Even dur-
ing the peak months, weekday stays only fill between 50% and 55% of the 
available rooms.

Lodging taxes, across the country, were implemented by the lodging indus-
try to bolster local occupancy levels and, by state law, must be used for the 
“promotion and development” of the tourism industry.
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OVERNIGHT VS. DAY-TRIP VISITORS
In Blowing Rock there’s still a need to attract overnight visitors every month 
of the year, with a concentrated effort during the months of November 
through June, and weekdays during the peak summer and fall months.

There’s no question that Blowing Rock sees a tremendous number of day-
trippers—visitors that leave home in the morning, make the trek to Blowing 
Rock, spend the day, and then head home.

In a perfect world, it would be nice to limit the number of day visitors in 
favor of those staying in local lodging facilities, but the fact is that the town 
and its business need them. Without day visitors, the town and its businesses 
would likely go bankrupt. 

Most day-trip visitors are coming to Blowing Rock for the express purpose of 
“getting away:” a drive into the mountains, and then shopping and dining in 
the beautiful small town of Blowing Rock. They are coming to Blowing Rock 
to spend the day and to spend money.

Many overnight visitors are making Blowing Rock part of a larger experience; 
they are traveling along the Blue Ridge Parkway, or visiting attractions like 
Grandfather Mountain, Moses Cone Estate, and they are exploring the region.

Both are absolutely necessary to the success of Blowing Rock. It’s far easier 
to attract day visitors from metropolitan areas such as Charlotte and the 
Research Triangle—particularly during the shoulder season months. 

Most day visitors travel to destinations within a two-hour drive of home. This 
is referred to as the “Four Times Rule:” People will travel to a destination if 
there are activities that cater to them and will keep them busy four-times lon-
ger than the drive to get there. In other words, if visitors drive two hours to 
Blowing Rock, does the town offer enough activities to keep them busy for 
eight hours (4 times the two hour drive)? 

And the answer is yes, of course. 

The general rule is to attract overnight visitors from population centers of at 
least a 2.5 hour drive, each way. In other words, the day-trip market would 
consist of populations within a two-hour drive, and overnight visitors will 
be from further-away markets. However, these are likely to include a larger 
experience: the Parkway, or Grandfather Mountain, or Boone and other com-
munities in the region. 
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So, how can Blowing Rock increase its overnight stays? The town can 
become the “Hub of the Blue Ridge Parkway experience” by marketing to 
become THE destination (the place to stay) when people visit the larger 
region and its attractions. Becoming the “hub” or a visitor’s “base camp” will 
help Blowing Rock increase its overnight stays, and then each day, these visi-
tors can head out on their “day trips” (typically within a 45-minute drive each 
direction) starting and ending each day in Blowing Rock. 

One challenge to this strategy is the fact that you would be marketing your 
competing communities and other attractions away from Blowing Rock, and 
this, of course, is more expensive to do.

The easiest way to increase overnight stays, and limit day-visitors, is to of-
fer things to do during the evening hours. Studies have shown that visitors 
spend the night where there are activities well into the evening hours. 

Even conferences and conventions take place in cities where there is “life 
after 6:00 pm.” This is why Las Vegas, Orlando, Charlotte, Nashville and other 
metro areas host the majority of these larger events.

In the case of Blowing Rock, the sidewalks (other than restaurants) “roll up” 
between 5:00 and 6:00. No one wants to simply head back to their hotel 
room to watch TV because the town closed up at 6:00.

The town of Springdale, Utah is located at the entrance to Zion National Park 
and is home to just under 600 full-time residents. Yet, from April through 
October, virtually every retail shop in town (and there are dozens) is open 
until 9:00 at night, six days a week. The one day they close early tends to be 
on Sundays.

The outcome: Springdale has the highest per capita retail sales in the State 
of Utah. Not bad for a town of 600. And its occupancy levels during those 
months are much higher than they are in Blowing Rock.

If Blowing Rock began hosting evening concerts, showcased movies on an 
outdoor screen, had more restaurants with live music during evening hours, 
hosted stargazing events several days each week, had retail shops open until 
9:00 or even 10:00, lodging occupancies would increase, as would weekday 
stays.

Consider this: A full 70% of bricks and mortar retail shopping takes place 
after 6:00 pm. This is research from the National Retail Federation. 

Consider this: During the day, many Blowing Rock visitors head out to hike 
world-class trails, kayak in nearby rivers and lakes, sight-see the Parkway, 
head to Grandfather Mountain, Tweetsie Railway and other nearby attrac-
tions. They might be fishing, golfing or immersed in other activities, and then 
they come back to Blowing Rock to find it largely closed.

Blowing Rock can’t become a “hub” or “base camp” destination until it can 
provide life after 6:00 beyond just dining. And this is largely why Blowing 
Rock needs to stay the course with its marketing to both day-trip visitors and 
overnight stays. 

The Blowing Rock TDA would love nothing more than to see its lodging at 
90% occupancy, year round, but that can’t happen without creating a night-
time economy, which is very difficult to do in a town of fewer than 1,500 res-
idents located in the mountains where weather can be a major impediment.

That being said, there are several recommendations in this plan that can help 
Blowing Rock increase its overnight stays.

Once again, this plan focuses more on initiatives Blowing Rock can under-
take within the next three years to make it an even better place to live, work, 
invest in and visit.

SUMMARY OF INITIAL FINDINGS:

It was very clear that parking is, by far, the top issue that must be addressed. 
In fact, after only a couple of hours visiting Blowing Rock, even during the 
shoulder season months, it was abundantly clear that parking in or close to 
downtown was grossly inadequate.

Next to parking, other top concerns included narrow sidewalks, lack of 
pedestrian safety enhancements, and the need for directional signage to local 
amenities such as public parking, restrooms, and Broyhill Park, which would 
also help mediate traffic congestion downtown.
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In nearly six months of public outreach, interviews, and research, there were 
no retailers, restaurants, or lodging establishments that said Blowing Rock 
suffers from overtourism.

In fact, the lodging research shows that even during the peak summer 
months, there are often weekday vacancies at local lodging facilities, and on 
an annual basis, there’s still a need to put “heads in beds”—filling lodging 
rooms. 

While some local residents feel that all marketing of tourism should stop, 
that would spell disaster for nearly 100% of local businesses, and it would 
severely impact the largest portion of the town’s tax base.

Blowing Rock has been a popular visitor destination for well over 100 years, 
and that’s not going to change, nor should it change. The tourism economy, 
and the town’s location, have made it a premier place to live, work and play.

What needs to happen is to better accommodate and monetize tourism so 
it can better coexist with those who call Blowing Rock home. That is what 
this plan is focused on, and this will make tourism a “sustainable” economic 
driver.

Perhaps the biggest challenge has been finding the necessary funding in 
order to tackle these issues. Parking, pedestrian safety, and the other top con-
cerns are certainly not a new issues to Blowing Rock, and much of the frus-
tration has come from lack of long-term solutions and a way to fund those.

INITIAL IDEAS FROM LOCAL INPUT
- A “Local’s Night” for residents. Perhaps on Tuesday nights. This might in-
clude discounts for local residents at retail shops and restaurants when they 
show validation that they are local residents, including seasonal residents.

- Remove the parking along the block where Kilwin’s is located for public 
safety: school kids, traffic to and from the school, and the fact that this is a 
busy intersection with poor visibility.

- Provide police officers, cadets, or concierge volunteers to stroll Main Street 
during peak days. They would wear either uniforms or shirts identifying 
themselves and offer guidance and answer questions for visitors.

- Add signage at public restrooms: “If problems, call xxx-xxx-xxxx. Town of 
Blowing Rock.” There’s currently no contact information on how to secure 
assistance or notify local officials of problems at restrooms.

- Perhaps encourage private shuttles to transport visitors from Boone and/or 
Banner Elk to Blowing Rock and vice versa. A “visitor sharing” opportunity. 
During the drive, the driver or step-on guide would offer stories, history, and 
“did you know” facts about the area and its attractions.

- On some occasions, school students could “sell” school lot parking and 
bottled water to visitors as a fund-raiser. This is a brilliant idea that connects 
visitors with the fact that Blowing Rock is an actual town where people live 
and kids attend the local school.

- Cover the tennis court (bubble covers) so they can be used year round.

- Remove the tennis courts to make room for a center stage and a small 
amphitheater.

- Remove the parking along Main Street (there are 85 spaces currently along 
Main) and widen the sidewalks, add a bike lane, bike racks, stroller parking 
spots, additional seating, street trees, and sidewalk cafe dining.

- Create a Downtown Master Development Plan that would address the fu-
ture of Main Street and Sunset, as well as the side streets in downtown.

- Do NOT remove the ability to offer sidewalk dining. This should be 
encouraged. 

- Do NOT penalize businesses that trade parking for public gathering spaces.

- $2 per hour parking downtown, instead of just $1 as initially proposed.

- Create a shuttle and a stronger partnership with the equestrian show which 
brings 2,700 people to Blowing Rock over 21 days. The show creates a $7.7 
million economic impact to the area.

- Institute shuttle service between App Ski Mountain and Blowing Rock dur-
ing peak skiing weekends.
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- Create a zoning overlay on Main and Sunset, not allowing chains or fran-
chises into the district. Those already in place would be grandfathered in. 
Having a Subway or Dairy Queen downtown would diminish the quaint, 
small-town atmosphere, which both local residents and visitors want to keep 
in place.

- Create a Cultural Affairs Committee to bring in more diversity of visitors, 
entertainment and cultural depth.

- Create a Business Improvement District for downtown, to create a funding 
source for some of the recommendations outlined in this plan and for facade 
improvements and downtown beautification (retail).

- Recruit a fitness center to Blowing Rock. This would be utilized by both 
local residents and visitors.

- Convert the Mayview Park ball fields to an amphitheater or event venue.

- The town needs a broader variety of ethnic dining options.

- The town should promote healthy living, and then produce periodic 5k and 
10k runs and walks to benefit local, regional, and national charities.

- Close Main Street for larger events and parades. NOTE: The town actually 
did this for the Independence Day Parade, which was a resounding success. 
This also proved that downtown does not need to accommodate vehicles, 
parking and traffic 24/7, 365 days a year on Main. Parade guests parked 
across Hwy. 321 and had no issues walking up the hill. The experience made 
Blowing Rock’s 4th of July celebration among the best in the country.

All of these are excellent ideas and many of them are incorporated into this 
plan, but all of them should be considered, even if implemented outside of 
this plan.

One thing that came out of all of the public outreach, interviews, the online 
questionnaire, e-mails, social media posts, and one-on-one communications 
is that the people of Blowing Rock absolutely love the community, they want 
it to remain a quaint, picturesque, but successful town and are willing to 
share it with visitors—even though it can sometimes be a bit challenging to 
spend time in.

The ideas that were presented during this effort were well thought-out and 
should be incorporated in future planning efforts for the town. 

While there were many complaints, as will always be the case in every com-
munity, overwhelmingly, the community realizes that the price of living in 
a popular resort town will always come with periods where the challenges 
conflict with every-day life.
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THE VISION
When this plan is implemented, what will the Blowing Rock experience be like? What 
will people see that’s different or better? And will that also create a better experience for 
local residents?
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This graphic (above) includes the 69 retail shops downtown, with three em-
ployees in each at any one time. Some only have one person, while several 
will have four to five employees there.

The graphic also includes the 14 downtown restaurants, which have at least 
12 staff members there at any one time. This is actually very conservative 
considering that most restaurants have between 14 and 18 staff workers at 
any one time.

With six real estate offices downtown, if each had two agents and two guests 
at any one time, they would require 24 parking spaces.

These figures are quite conservative and, in reality, the town does not have 
enough parking to even accommodate workers, let alone customers. The 
town has less than half the parking it needs.
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seats about 300 people. This is a great place to sit and enjoy ice cream while 
listening to the live music or enjoying a theatrical performance.

Blowing Rock is THE model town for all others to emulate. Like Nantucket in 
Cape Cod, Massachusetts, or Mackinac Island in Michigan’s Upper Peninsula, 
Blowing Rock’s incredible downtown is now about people, not cars.

The core recommendations in this plan call for more than doubling the 
parking currently available, putting more than half the spaces “off-site” with 
convenient trolley service into downtown. 

To pay for the parking structures, a paid parking system would be put in 
place. For instance, parking downtown might be $2 an hour up to a maxi-
mum of four hours. Parking in the off-site parking structure might cost $1 per 
hour up to a maximum of $5 for each 24-hour period. 

Local businesses could purchase discounted parking passes to the off-site ga-
rage to give to their employees, incentivizing them to park there as opposed 
to employees parking downtown at their own cost.

Providing off-site parking for workers will free up hundreds of downtown 
parking spaces for customers and local residents. There are currently 430 
public parking spaces in downtown, yet downtown employs at least 420 
workers at any one time, leaving only ten spaces to accommodate custom-
ers. And this doesn’t include parking for workers at City Hall, the library, 
Chamber of Commerce, TDA, public works and parks departments, the 
school, or banks.

This plan includes both vehicular and pedestrian wayfinding (directional 
signage), decorative crosswalks along Main and Sunset, including mid-block 
crosswalks. 

The 85 parking spaces along Main would be eliminated (the parking struc-
ture would have 600 vehicles) to accommodate wider sidewalks, bike lanes, 
bike racks and stroller parking, and to provide room for sidewalk cafe dining, 
additional benches and beautification. This would also eliminate the danger 
of people walking between cars out into traffic and reduce traffic congestion 
by nearly seventy-percent. The streets would be lined with street trees, and 
the town would be far more pedestrian friendly while being more beautiful 
and easier to enjoy.

THE VISION
Imagine visiting Blowing Rock in June of 2025. As you drive along Highway 
321, there are signs directing you to the Blowing Rock Trolley and one of 
two parking structures. One might be at the Premium Outlets and the other 
across the street from Sunset, along the highway.

Parking there is easy and convenient with a five-minute free trolley ride into 
town every 15-minutes. Once you park the car and hop on the trolley, the 
driver will provide some great information about things to do or the history 
of the town, and a reason to come back again in another season.

Once you come into town, you’re dropped off at the Trolley Stop in front of 
Memorial Park, and you take a look around. The town is stunningly beauti-
ful with fantastic gardens and smiling pedestrians enjoying the surroundings. 
You can hear music coming from Memorial Park as you start to explore the 
town on foot.

There are 14 to 20 foot wide sidewalks with sidewalk cafe dining, stroller 
parking and bike racks, a bike lane, and no cars parked along Main Street. 
This town is about people, not traffic congestion and parking, which makes 
it reminiscent of communities throughout Western Europe.
 
The shops are lined with benches, pots and planters, and historic buildings 
are well maintained and beautiful. There are directional signs for pedestrians, 
pointing to in-town parking locations, public restrooms, and attractions such 
as Broyhill Park, BRAHM, and the plaza and playground in Memorial Park.

Decorative crosswalks are every half-block, making it easy and safe to get 
across the street to other shops and eateries. There are street trees in every 
block providing summer shade—much like you’d see in Greenville, South 
Carolina, yet in a much more intimate, charming, small-town setting.

The parking area in front of the Blowing Rock Market is now a plaza, full 
of life, music and food. While the town is busy, sidewalks are not overly 
crowded because they are twice the width they used to be, and people are 
obviously enjoying themselves. 

When you walk up the steps into beautiful Memorial Park, you’ll hear the 
music coming from the center stage situated in a small amphitheater which 
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THE PLAN
The following recommendations, if fully implemented, will make Blowing Rock an 
outstanding town—one of the very best small towns in America—in which to live, work, 
invest in, and visit. 

Every elected official from the President of the United States, to town council members, 
school board members, and Chamber board members, have a primary function: To im-
prove the quality of life for their citizens and constituents. The recommendations in this 
Action Plan are designed to help achieve that goal.

Every one of these includes funding solutions, so all that’s needed to bring this plan to 
fruition is strong leadership from the Town of Blowing Rock (particularly elected of-
ficials), the Blowing Rock Chamber of Commerce, and Blowing Rock Tourism (your 
Tourism Development Authority).
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Recommendation #1: Create the Destination Blowing Rock Team.

Implementation timeline: Beginning of 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: As you read through this plan you will see that, ini-
tially, there will be several recommended contracts for professional services.
 
To make sure everyone, locally, is on the same page, pulling in the same 
direction, we recommend that the town create a stakeholder committee or 
team to act as the selection committee and sounding board for these con-
tracts as the town works with various contractors.

Contracted assignments include:
 - Design/build engineering/architectural firm for a 600-space parking 
      structure
 - Parking Management & Revenue Plan
 - Downtown Master Development Plan
 - Wayfinding system design and installation

All of these will inter-connect, as the Parking Management Plan will require 
public education and support, and will dovetail to the location and develop-
ment of the parking structure or structures.

The Downtown Master Development Plan concentrates on public-safety en-
hancements (decorative and mid-block crosswalks), wider sidewalks, side-
walk cafe dining, downtown seating and beautification, pedestrian wayfind-
ing, facade improvements, and a host of other enhancements.

The Downtown Master Development Plan will dovetail with the creation of a 
Wayfinding System for both vehicular, pedestrian, and trail signage.

Every recommendation made in this plan is focused on making Blowing 
Rock an even better place to live, spend time in, invest in, work in and to 
visit. And every recommendation ties into other recommendations.

This is not a plan to be implemented solely by the Blowing Rock Tourism 
Development Authority (TDA). While the TDA commissioned this plan to 
better manage tourism in Blowing Rock, this is a plan that relies on and must 
largely be implemented by the Town.

The purpose of a Town Council is to set policy, not manage the day to day 
affairs of the Town, thus the “Destination Blowing Rock” team is a necessity 
and a conduit between residents, tourism, commercial property owners, busi-
nesses, North Carolina DOT, the town council, and other stakeholders in the 
town’s welfare.

The Team should include:
  - Mayor or council representative
  - City Manager
  - Town Finance Director (if in place)
  - Chamber of Commerce
  - Blowing Rock TDA
  - Downtown Association director (coming up in this plan)
  - Downtown property owner
  - Lodging owner
  - A downtown retailer (or two)
  - North Carolina DOT representative
  - Blowing Rock Civic Association
  - BRAHM or Arts Commission
  - Historical Commission (if there is one)
  - Village Foundation
  - Citizen at Large
  - Kiwanis, Rotary or other auxiliary organization
  - Blowing Rock Police
  - Blowing Rock Parks & Recreation
  - Blowing Rock Public Works

This is the team that gets everyone working in unison. This will be vitally 
important as the town begins to take on major construction projects, not only 
those included in this plan, but those already underway: underground utili-
ties, traffic control changes, etc.

The Town’s PIO and the TDA’s Social Media Director (next recommendation) 
would be ad hoc members of this team purely for the purpose of public out-
reach and the dissemination of information to local residents and visitors.
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Recommendation #2: Hire a Public Information Officer

Implementation timeline: Beginning of 2022 and ongoing

Leadership: Town of Blowing Rock

Approximate cost to implement: $70,000 annually including benefits and taxes

Funding source options: General fund revenues

Rationale and to-do steps: One of the most-mentioned challenges from local 
residents was that they feel left out of knowing what’s happening locally. 
While the Chamber of Commerce and the TDA both do a lot of outreach to 
local residents, many people still feel left out of the conversation.

As you implement this plan, and work already taking place throughout the 
town, it is more important than ever to have a person dedicated to communi-
cating with local businesses and residents alike.

This person should be energetic, enthusiastic, be a very good writer, social 
media savvy, and an expert communicator. They would be charged with 
managing the Town’s Facebook, Instagram and Twitter accounts, managing 
an engaging monthly newsletter mailer to every household and business in 
the town letting them know of items that might affect them over the next 
months.

This person will be the “Face of Blowing Rock” and, more often than not, 
would be on camera, showcasing upcoming events, weather concerns, down-
town improvements and construction schedules. They would introduce new 
businesses and be the conduit between the Chamber of Commerce, Blowing 
Rock Tourism (the TDA), and other local organizations.

Studies have proven that a two-minute video will have more than ten times 
the viewing audience than written communication delivered by the same 
means. The PIO would be media savvy and have video editing and produc-
tion skills as well.

Currently, the City Manager has to take on this responsibility, working with 
other staff members, when his time should be allocated to implementing this 
plan and other initiatives that fill his in-box on a daily basis. We cannot over 

emphasize the necessity of this position. The PIO will be the voice of the 
council and mayor, city staff department heads, police and fire, tourism, the 
business community, and the Chamber of Commerce. This person will also 
manage press requests and public alerts (weather, construction, or natural 
disasters that might affect the area or region) to the media and other sources 
in the area and in the major markets the community pulls visitors from.

This position, alone, will alleviate many of the challenges that local residents 
and businesses have voiced throughout this effort.

Over the next several years, the Town will be implementing this plan, among 
other projects already in the works, including:
 - Street and sidewalk improvements
 - Traffic control lights, wayfinding signage, and crosswalk enhancements
 - The development of a parking structure and trolley service
 - Contracting with professionals regarding parking, traffic control, 
   development of a downtown plaza and other projects.
 - Implementation of paid parking (new meters and new technologies) 
   where locals can use PIO assistance in learning how to use.

The position of the Public Information Officer is one of the biggest needs 
Blowing Rock has. This is a full time, year round position, working directly 
with the City Manager to provide a voice and face for the town.
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Recommendation #3: Option two or three properties for development of a 
600-space parking structure.

Implementation timeline: Beginning of 2022 ( January through March)

Leadership: Town of Blowing Rock

Approximate cost to implement: None unless contracted

Funding source options: None required

Rationale and to-do steps: This is, by far, the town’s very top priority when it 
comes to managing your tourism-based economy.

It is VERY important that the parking structure (or structures) accommodate 
AT LEAST 600 vehicles. Please remember that more than 420 people work 
downtown at any one time, with more than that on busy weekends, and yet 
the town only has 430 public parking spaces.

In other words, with employees parking downtown (nearly 100% of them 
commute alone) there are practically zero parking spaces for customers, the 
visitors that make up the town’s tax base.

This is why employees tend to park in the school’s parking lot, leaving little 
or no parking for school staff, at churches and in any place they can find.

The 600-space parking structure (or two 300 space garages) should NOT 
be located in downtown, but located within a short walk or shuttle ride of 
downtown.

These parking structures should be no further away that Tanger Outlets, 
which is already borderline of being too far away.

It is critically important that there be a minimum of 600 spaces. That is 
minimum. Please do not short the needed parking. While 300 spaces would 
certainly help, it is not a long-term or “sustainable” solution when the town 
has far less than half the needed parking. While the parking structures in 
downtown were helpful, they did not solve the parking issue, as just about 
everyone (locals and visitors) acknowledges. 

The town should contract with a real estate representative to secure options 
to the top two or three best locations for a 90-day period so that initial engi-
neering and environmental studies can be done.

Real estate representation should not disclose that this is for the town, other-
wise prices tend to increase, reducing the feasibility of the parking garage.

Additionally, the town should conduct core samples of the town-owned 
property located at the intersection of Highway 321 and North Main Street. 
This would be to determine the cost and viability of putting a multi-level 
parking deck at this location, which would be an easy walk into town, and a 
very short shuttle ride.

If it is not a feasible site, the town should deed the site back to North 
Carolina Dept. of Transportation, since it’s not a viable site for private-sector 
development, park or other use.

When it comes to securing property, there should be no more than two sites. 
One might accommodate 150 spaces with the other having 450 spaces. The 
ratio does not have to be 50/50 between two sites. Of course, a single site 
would be best and far less expensive than building on two sites.

Any more than two sites will confuse consumers, make shuttle costs more 
expensive to operate, and make it difficult to run a single shuttle every 15 
minutes (or more often) between the two sites and downtown.

Even before the town options the site, it could work with a real estate agent 
and engineer to perform a “pre-assessment” of various sites in terms of en-
vironmental issues, access and egress, and soil/rock sampling to make sure 
there is a solid base to build on.

It would be best to have the parking directly adjacent to Highway 321 so that 
it is obvious to visitors (and could be easily signed) that this is public parking 
for Blowing Rock visitors. If people KNOW it’s there, without any prior plan-
ning, it will be much easier to fill and maximize. Otherwise it will be used 
after visitors find that there’s no parking downtown—still allowing the traffic 
congestions we’re trying to avoid with this plan.
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Recommendation #4: Contract for initial engineering and design of a 600-space 
parking structure.

Implementation timeline: March 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: Initial cost: $45,000 and $2,115,000 for final 
engineering, design, and permitting (soft) costs. 

Funding source options: Federal and state infrastructure grants, borrowing from 
future parking revenues leveraged for this project.

Rationale and to-do steps: The town will issue a Request for Proposals for the 
design and construction (design/build contract) of the 600-space structure.

This would be a two-phase project:

Phase 1 would be to develop an initial design and cost-to-build estimate so 
that the town can secure the funding, or funding sources, prior to the final 
design, permitting and construction. The cost estimate should be within ten 
percent of the final construction cost.

Phase 2 will be the final approval by the town once the final engineering and 
design work has been completed. Following the approvals, the contractor 
would secure the necessary permitting and then construction.

Should the parking structure be located in a highly visible area (and hopeful-
ly so) it should have a facade that is attractive and fits the overall ambiance 
of the area. Yes, this will add to the cost, but will be very important. After all, 
first impressions are lasting impressions, and in this beautiful area of North 
Carolina, it’s VERY important that this structure not be an eyesore.
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Recommendation #5: Hire a full-time Digital Community Manager

Implementation timeline: Winter 2022

Leadership: Blowing Rock TDA

Approximate cost to implement: $68,500 annually including taxes and benefits

Funding source options: Lodging taxes | TDA funding

Rationale and to-do steps: The Town’s Public Information Officer’s focus is on 
marketing to local residents, while the TDA’s Digital Community Manager 
primary focus is on communicating with visitors.

Social media is the fastest, easiest and least expensive way to get messages to 
visitors who are both planning a trip to the town and those already on their 
way.

Through social media you can, at a moments notice, alert visitors of weather, 
road, or ski conditions as well as parking updates and alerts such as “In town 
parking now full, please park at the parking deck located at...”

Social media is also a great way to promote having visitors share their experi-
ence via Instagram, Facebook, YouTube and other channels with a focus on 
promoting the shoulder seasons, special events, and festivals.

For seven months of the year overnight stays (occupancy levels) are at 50% 
or less, so a key focus for the TDA is to increase shoulder season stays and 
to convert day visitors to overnight visitors.

While Tracy and Amanda do an excellent job of marketing Blowing Rock and 
managing tourism, they are managing a million dollar “business” which is a 
very tall order for just a staff of two. Similarly funded destination marketing 
organizations will typically have five full-time workers.

Adding a third full-time staff member will allow one to be dedicated to tour-
ism marketing and management, which includes advertising (print, outdoor, 
and broadcast), visitor research, managing the TDA, assisting with the imple-
mentation of the initiatives in this plan, as well as other product development 
projects. 

A second staff member would be dedicated to promotions and public rela-
tions: This includes the creation and distribution of the Blowing Rock Guide 
and other printed materials, website management, content creation (web 
posts, storylines, photography, itineraries), media pitches (focus on multi-day 
stays and specialty publications), handling media visits requests, and press 
releases. 

The third staff member, the Digital Community Manager, would be charged 
with distribution of the content to visitors, providing “up-to-the-minute” no-
tices, taking over management of the YouTube channel, Instagram account, 
Facebook, Twitter, Tiktok, Pinterest, and other social media channels. 

Video creation and production, as a growing communication medium on 
social media, will be a priority for this individual. This position would also 
distribute local event and tourism-related business information, on social me-
dia as well as partner listings (VisitNC, High Country Host, etc.). 

In years past a destination marking organization could control and orches-
trate all messaging and communication channels, and the Blowing Rock TDA 
has included social media in that work. But as social media has grown, you 
now have to manage it: Watch what’s being said, respond to challenging 
posts, mitigate complaints, and become the “go to” person with regards to 
on-the-spot resources and answers. 

This position will not only help manage the messaging, but it will encour-
age conversion to overnight visitation. It will build visitor loyalty, satisfaction, 
and trust and provide valuable customer interaction and feedback. Dedicated 
engagement with visitors is powerful: engaged customers spend more. 

The bottom line: 
The TDA needs additional staffing in order to provide quality services for 
Blowing Rock’s visitors, better communication with both local residents 
and the visiting public, and assistance in converting day-visitors to over-
night stays, while also bolstering shoulder season tourism: the months of 
November through May.
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Recommendation #6: Contract for development of a Blowing Rock Parking and 
Shuttle Service Management Plan (or Parking Management Plan).

Implementation timeline: April 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $120,000 guesstimate

Funding source options: Federal infrastructure grant resources, transportation 
grants, leveraging future local parking revenues

Rationale and to-do steps: While the initial engineering and cost estimates are 
being developed for the construction of the parking garage(s), this project is 
to determine the best ways to fund the project.

This would include changing Blowing Rock from free public parking to paid 
parking, as is done in most other popular visitor destinations. While this may 
not be popular with some local residents, we believe the trade-off of having 
traffic congestion cut in half, and opening up in-town parking, makes the 
cost a good investment.

This project calls for the release of a Request for Qualifications (RFQ) to 
attract expertise in the creation, management, and revenue generation of a 
town-wide parking management program.

While this plan includes initial estimates of what revenues could be generat-
ed to offset the cost of building a $16 million parking structure, this contract 
would be charged with verifying those numbers and developing a complete 
parking “system,” that will also help manage traffic flow.

Included in the Scope of Work should be the following elements:

1) PARKING RATE STRUCTURE
Defining the parking rates, time limits, and verifying projected occupancy 
levels of both in-town and off-site parking structures and publicly owned 
lots.

As part of this plan, preliminary estimates have been detailed (see boxes, 
next column) based on $2 per hour for a maximum of four hours for in-town 
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The trolley stop, at the garage, would be covered and heated during the 
colder months.

4) PARKING MANAGEMENT SYSTEM
Selecting or recommending a Parking Management Contractor. Modern park-
ing systems are no longer manual operations where you plop quarters into 
a meter, but are a combination of digital (guests use an app on their phone 
to pay for parking), or can use a nearby kiosk (where you can get a parking 
pass, paying via cash or credit card, and then setting the pass on the vehicle’s 
dash).

There are numerous companies that provide these services. A few are listed 
in the box, below. They typically provide the kiosks, parking posts or zone 
and space identifiers (parking guests pay per zone and space number).

A very positive benefit to these app-driven parking systems is that they only 
take a few minutes to set-up on any mobile device, and they can send a text 
to the parking guest letting them know, 15-minutes in advance, that their 
parking time limit is about to expire. At that point, they can, from wherever 
they are located, add more time via the app, or if they have reached their 
maximum time limit, will be able to head back to their vehicle.

The parking garage will be different in the fact that guests will pass through 
a gate, take a ticket from a dispensing machine, and on returning to their 
vehicle, pay for parking at a kiosk, and then insert the ticket on their way out 
of the garage.

Typically, there will be a person at the garage (or a number to call) should a 
person lose the ticket or have issues with the gates. This person also pro-
vides security at the garage, which would be supplemented by security cam-
eras managed and overseen by the Blowing Rock Police Department.

parking, and $1 per hour, with a maximum of $5 for a 24-hour period at the 
parking structure. Parking would be free between 6:00 pm and 9:00 am to 
encourage visitors and locals to spend more time downtown. This, in turn, 
may help incentivize local businesses to remain open during evening hours 
and, in turn, convincing more visitors to spend the night. Overnight visitors 
spend three times that of day visitors, and lodging establishments have their 
own guest parking lots.

2) SPONSORSHIPS
Another supplemental revenue source could be parking structure sponsor-
ships. This is where a company or institution can “adopt” a floor of the ga-
rage, painting or mounting murals inside the garage on concrete pillars and 
walls promoting their goods or services. You might have a floor sponsored 
by App State, or a regional bank, or even a national brand such as Coca-
Cola, Subway, Holiday Inn, or Chevrolet.

This could raise hundreds of thousands of dollars each year (not included 
in the figures on the next page) and it takes a drab concrete interior and 
ads graphics and color. Additionally, guests may not remember which floor 
they’re on, but studies have shown they remember brands over numbers or 
colors.

3) EMPLOYEE PERMITS
For those who park in the garage, they will pay a lower rate ($5 max and 
only $1 per hour) incentivizing people to park there and then take the free 
shuttle coming up into town.

However, one of the keys to this entire program is to convince downtown 
workers to park there. A program would be set up where employers could 
purchase monthly parking passes for their employees at that $5 per day rate 
or a different rate (to be determined by the Parking Management System 
contractor).

If employees could park at the garage at no cost to themselves, and shuttle 
services are provided at 15-minute intervals, employees we talked with said 
they would park in the garage, without hesitation. 

Additionally, the parking structure will keep vehicles out of the rain or snow, 
creating another benefit to parking in an off-site multi-level parking garage.
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can download the app and set it up before they even use a paid parking 
space.

It may be wise to use the same system used in downtown Boone, so that 
downtown visitors do not have to learn to use two different systems.

It may also be wise to relax enforcement of the parking fees for the first 
month of use as locals learn to use the system, and for the first time, actu-
ally being required to pay for parking downtown. This period should take no 
more than 30 days to implement.

8) PRIVATE PARKING SIGNAGE
As part of this assignment, the Contractor would also create one or two sig-
nage designs for private parking areas. Currently every business with private 
parking has its own signs, creating sign clutter and confusion among those 
looking for parking spots.

By having and using a single sign type, it will quickly become clear what 
parking is private versus public.
 
These could be provided at no charge (or at cost) to local businesses or insti-
tutions with private-only parking. 

This would also include the design of “meter toppers” or post toppers for 
churches and others where public parking is not allowed during certain time 
periods or days.

5) PRIVATE PARKING PARTNERSHIPS
The inclusion of church and other private lots into the system. This could 
open up more than 100 additional in-town private parking spaces that are 
not used on a daily basis, such as churches. They would also have parking 
posts with the zone and space number on each, but “meter toppers” (signs 
on the top of each post) would let guests know that public parking is NOT 
allowed on Sundays from 9:00 to Noon (or whenever the day and hours are 
for their services).

In exchange, the institution would receive a “revenue share,” that might range 
from 50% to 70% of the gross generated revenues. The reason for the prop-
erty not receiving a larger share is that this program allows the town to hire 
parking enforcement officers (seven days a week) to manage both public and 
private lots that are a part of this program. It includes managing the parking 
posts, and funding the parking vendor who also receives a portion of the 
revenues in exchange for installing the system at no cost to the town.

The initial revenue projections (previous page) do not include any revenues 
from these third-party parking resources.

6) PARKING ENFORCEMENT
A key element in this program is parking enforcement. In meeting with nu-
merous front-line Blowing Rock employees, we learned that the town does 
not enforce the collection of parking infractions, and so many people just 
toss the tickets they receive, knowing they do not have to pay for them.

In this program, several parking enforcement officers would be retained to 
manage the system, write citations when necessary, and these would need to 
be enforced through the local court system (which may need to be instituted 
locally).

Rather than marking tires, they are able to enforce the parking through digi-
tal means (using a mobile device) or by reviewing parking passes placed on 
the dash (by those that do not pay via app).

7) SYSTEM EDUCATION
Initially, for many residents (and visitors) not familiar with digital parking 
payment systems, it can be a challenge to set up the app or use the kiosks. 
This is where both the town’s Public Information Officer and the TDA’s Social 
Media Manager would create short “how to” videos so that visitors and locals 
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9) TROLLEY SHUTTLE SYSTEM
This is key to the success of an off-site parking system. Timing is most critical 
of all. Trolleys (rubber tire trolleys - see photos) must run between the park-
ing garage and a downtown trolley stop at 15-minute intervals or less. And it 
must run seven days a week, 365 days a year, from 8:00 am to 10:00 pm so 
that it can be relied upon. Workers come and go every hour of the day, so 
they will require reliable transportation downtown.

Trolleys can be part of the overall Blowing Rock experience, with the driver 
offering fun facts to visitors about the area. Even the seating is part of the 
experience. Please do NOT use busses or utilitarian vehicles for this. The 
trolleys must be an attraction in themselves. Look at the photos, next column 
and next page, for examples.

There should be no charge for riding the trolley. It’s a benefit of using the 
parking structure. The trolleys can generate revenues by selling on-board ad-
vertising (see photo examples, page 32) and providing brochure distribution. 
There should be no exterior advertising other than promoting the shuttle 
service and parking structure. 

The photo, below, shows the marketing of the Springdale, Utah shuttle pro-
vided for access to the town and Zion National Park. 

The photo, top right, is the free shuttle provided to BART riders (Bay Area 
Rapid Transit) once they reach Walnut Creek, California. The photos, op-
posite page, below right) are of the private shuttle you will see from time to 
time in Blowing Rock.

Typically shuttles are managed by the Public Works Department, and full and 
part-time commercial drivers are hired to operate them. Often school bus 
drivers are employed to drive these when they are not driving for the school 
district.

Newer shuttles use natural gas, and some are now being developed using 
battery technologies. 
 
For this program, Blowing Rock will likely need two shuttles (one running at 
any one time, two during peak days) plus a third to cover for maintenance, 
repairs, or for shuttles to major events, like the equestrian show, bringing 
more customers into downtown.
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The Walnut Creek shuttle (left photos) generates more than $100,000 a year 
in on-board advertising and brochure distribution.

10) TROLLEY STOPS
Currently, during peak months, a shuttle service is provided between Tanger 
Outlets and downtown, but very few people (even the local workforce) 
know anything about it. The signs are not clear and are very difficult to find.

It will be VERY important to provide easily identifiable trolley stops, perhaps 
along the lines of those used in Gatlinburg, Tennessee. (see photos next 
page) or used in other places around North America.

There would be one stop, with covered access, at the parking garage, per-
haps a second one at Tanger Outlets (if it plays a role as part of the parking 
solution), and one downtown where the angle-in parking is currently pro-
vided in front of the 1888 Museum (see photo below). Perhaps the existing 
information kiosk could be incorporated into the trolley stop. Where the 
angle-in parking spots are located leaves ample room for the trolley.

All trolley stops should be covered and large enough to accommodate up to 
20 people, and should include radiant heating during the colder months. It 
will be important to remove any perceived resistance or barriers to parking 
off-site, otherwise people will gravitate to downtown parking, creating less-
than-ideal traffic flows.
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11) TIMELINES
When would all of this take place? To complete this assignment will take the 
better part of six months, if not longer, meaning the Parking Management 
Plan would not be completed for implementation in 2022.

Likewise, the opening of a parking structure would probably take place in 
2024: 2022 for planning, financing, engineering, design, permitting, and 2023 
for construction, with it opening in the spring of 2024.

Paid parking could (and should) begin in the summer of 2023, beginning 
in April (to give time to educate people of its existence) and to build some 
funds prior to the parking garage opening.

As much as many local residents would like to see these changes immediate-
ly, these are large projects that take a lot of time to develop, fund, and imple-
ment. The public sector simply cannot move as fast as we’d like, especially 
with large-scale projects like this.

The trolley in Greenville, South Carolin
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Recommendation #7: Contract for the creation of a Five Year Downtown 
Master Development Plan

Implementation timeline: May 2022 start

Leadership: Town of Blowing Rock

Approximate cost to implement: $120,000

Funding source options: Federal CDBG grants, partnerships, other federal infra-
structure, transportation, planning grant sources.

Rationale and to-do steps: Like the Parking Management Plan, this is a very 
comprehensive planning effort that ties directly in with the Town’s plans to 
address underground utilities and other projects that will affect, primarily, 
Main Street.

1) REMOVE MAIN STREET PARKING
First of all, this would NOT be accomplished until the parking structure is 
built and in operation, OR if there’s an increase of 100 or more additional 
parking spaces downtown, such as churches and other organizations putting 
their parking spaces into a revenue-share program, as outlined in the prior 
recommendation.

There are approximately 85 public parking spaces along Main Street, and 
removing these will create a number of public-safety improvements, increase 
retail sales and services (actual case histories have proven this to be true), 
and create a much improved experience for all visitors and patrons in down-
town Blowing Rock.

There are currently issues of overcrowded sidewalks, where visitors will 
walk in the street as opposed to fighting crowds. We observed hundreds of 
people, over a few weeks, walking between parked vehicles out into traffic 
to cross the street, requiring vehicles to brake hard and creating additional 
traffic congestion.

All of the following initiatives in the Downtown Master Development Plan 
are made possible by removing these 85 parking spaces and making down-
town Blowing Rock about people as opposed to cars, congestion, and traffic.

2) WIDEN SIDEWALKS DOWNTOWN
The first initiative would be to widen the sidewalks, creating much improved 
pedestrian access. By widening the sidewalks on the east side of Main Street 
by another six feet, the creation of a two-foot landscape buffer between the 
sidewalk and traffic would be allowed, making downtown more appeal-
ing (imagine the landscaping at Memorial Park extending down Main Street 
where most of the retail is located), and keeping people from jaywalking 
through the landscape.

On the west side of Main, a bike lane would be added, and sidewalks would 
be widened another three feet.

3) INTERSECTION BULB-OUTS
Widening the sidewalks creates a great opportunity to add corner bulb-outs, 
where people can gather at intersections waiting for their time to cross the 
street. This also creates a place to add landscaped planters, wayfinding sig-
nage, crosswalk signals, and it will increase “traffic calming”—slowing traffic 
through intersections.

4) DECORATIVE AND MID-BLOCK CROSSWALKS
The Master Development Plan would also call for decorative crosswalks as 
well as mid-block crosswalks, creating a much safer environment for pe-
destrians. We recommend the use of StreetPrint or the DuraTherm process, 
where any design can be created and then stamped into the asphalt, with a 
life of more than 20 years (see photo below).
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The entire intersection of Main and Hwy. 221 (above) could be decorative, 
allowing pedestrians to cross from corner to corner when crosswalk traffic 
lights allow.

5) STREET TREES
By widening the sidewalks, trees can be placed in the landscape buffer, with 
additional trees planted so you have a street tree every thirty to forty feet 
along Main Street. These create shade in the summer months, create an inti-
mate feeling, and can be lit during the winter holiday months. Studies show 
that shoppers will spend more money where there are street trees.

To see the power of street trees, visit downtown Greenville, South Carolina 
(see photo below).

6) BIKE RACKS AND STROLLER PARKING
Widening the sidewalks will also allow for the placement of bike racks and 
stroller parking areas, which could be monitored by volunteers (a concierge 
program) during the peak days. This would be a relief for the restaurants and 
most of the retail shops downtown.

The Destination Blowing Rock team would work with the Contractor in 
determining what type and style bike racks as well as other furnishings, fix-
tures, and equipment, should be placed throughout downtown as part of the 
Downtown Master Development Plan.
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7) ENCOURAGE SIDEWALK CAFE DINING
Restaurants, ice cream and coffee shops should be encouraged to add 
sidewalk dining (see photos next page). This would increase capacity at 
dining establishments, shortening wait times, and it adds to the overall 
ambiance of downtown. Serving wine and beer in these fenced-off “patios” 
should be allowed and, in fact, encouraged. Any business that wishes to do 
this should be presented with a one-page “outline” of what is allowed, and 
perhaps a one-time permit fee of $100 per year.

This is a vital ingredient to making downtown become more focused on 
people, and this will increase retail and restaurant revenues.

Room for ADA access will always be required, and during the win-
ter months, most of the outdoor dining furnishings would be placed in 
storage.

With this plan, there is a membership in the Destination Development 
Association, which contains dozens of how-to videos covering each of 
these recommendations. We encourage the Blowing Rock Team to watch 
and discuss the video “Sidewalk Dining: The Do’s, Don’ts, and Some 
Awesome Examples,” which is in the Video Vault under Downtown 
Revitalization and Development. (See cover shot, bottom right)

Blowing Rock, North Carolina • Tourism Management Plan    39



8) CREATE A ZONING OVERLAY
A Zoning Overlay should be created along Main Street and Sunset to not allow any additional chains or franchises in 
Blowing Rock’s historic district. Having a Subway, Dairy Queen, McDonald’s, or Chili’s in the heart of a historic downtown 
(no offense to these businesses) will take away from the unique historic ambiance and appeal of Blowing Rock, removing  
one of the attractions that draws people to the town. They want and expect a “unique to Blowing Rock” experience and 
nothing can be more damaging than to allow corporate chains and franchises into the heart of downtown.

9) PEDESTRIAN WAYFINDING
Once again, by widening the sidewalks, room is created to add pedestrian wayfinding signage. This signage can be kept 
historical in nature and will identify public restrooms, in-town parking facilities, visitor information, attractions such as 
BRAHM and the 1888 Museum, Broyhill Park, and “more to explore” signage to let pedestrians know that there are ad-
ditional shops to find down streets such as Morris, where some of best shops can be found “off the beaten path.” 

These signs can also let visitors know that they can access free wifi while in town, along with the URL for the service. 

Blowing Rock would only need a few of these signs (to avoid sign clutter). Locate one at each parking structure (includ-
ing the parking garage if it’s within easy walking distance of downtown), at the intersection of Hwy. 221 and Main Street 
(on opposite sides of the intersection), at Memorial Park, Broyhill Park, at the intersection of Main and Sunset, at Sunset 
and Hwy. 321, at BRAHM, at Main and Morris Streets, at the downtown trolley stop, and in front of the Chamber of 
Commerce.
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10) FACADE IMPROVEMENTS, BENCHES, BEAUTIFICATION
This particular element would be tied to the creation of a Downtown 
Business Improvement District, which could fund much of this particular ele-
ment in the Downtown Master Development Plan.

While many of the downtown buildings look very nice, others lack basic 
maintenance and are in need of improvements. This can include paint, fa-
cade repairs, the addition of awnings (which should be encouraged) blade 
signs (perpendicular retail signage), and better retail and restaurant lighting.

It would also include more beautification efforts such as the addition of 20 to 
40 more benches downtown, always positioned at the facade facing out and 
flanked with pots or planters.

All businesses should be allowed approximately three feet (36”) along the fa-
cade for the placement of seating, benches, tables and chairs, beautification, 
and decorative merchandise displays in these exterior spaces.

All too often we noted downtown guests sitting on planters, leaning up 
against buildings, finding any space available to rest. Rested shoppers spend 
more, so this is an important element of this plan.

Additionally, studies show that 70% of first-time sales at retail shops, restau-
rants, B&B’s, and other businesses results directly from curb appeal. First 
impressions really are lasting impressions.

11) PLAZA AND STAGE
On the following two pages, you’ll see a Main Street redevelopment concept 
based on these initiatives, plus the addition of a plaza in Memorial Park, on 
the south end where the lawn is sloped into the beginnings of an intimate 
amphitheater setting. The stage would sit where the horseshoe pits are cur-
rently located, and these could easily and inexpensively be moved to another 
area of Memorial Park.

A small amphitheater, in the heart of the spending district, is a very important 
addition for several reasons:

1) It can be home to music, theatrical productions, educational speakers, 
artisans and other activities that will showcase cultural depth, currently hard 
to find in Blowing Rock. This will also be a great venue to help diversify the 
visitors Blowing Rock currently enjoys.

2) It will bolster evening entertainment, encouraging overnight stays. The 
primary hours for the stage and amphitheater activities would be during the 
lunch hours, and from 4:00 pm to about 9:00 pm each night during the peak 
travel months. Imagine “Movies in the Park” every Monday night, projected 
on a screen mounted at the back of the stage.

The fact is: Visitors spend the night where there are activities available after 
dinner. Besides the bar scene. The Memorial Park Amphitheater would pro-
vide the venue for this.

It would seat perhaps 200 to 300 people, in an intimate setting, that would 
include a covered stage with stage and audience (ambient) lighting, a built-in 
sound and projection system, and a readerboard with schedule of upcoming 
shows or productions. Even when not in use, the amphitheater’s built-in seat-
ing will allow for additional gathering areas and places to sit in the park.
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12) TAKE CONTROL OF MAIN STREET
Finally, the Town of Blowing Rock should take ownership of Main Street from the intersection of Highway 221 and Main to the south entrance of Main along 
Highway 321.

It is possible the state may require the portion of Main Street between the two state highways to remain a state sanctioned highway.

Taking ownership of Main Street will allow for far easier implementation of all of the recommendations for downtown, the wayfinding system, and other ini-
tiatives impacting downtown and Main Street.
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In these two renderings (this page and opposite) you can see benches 
against the facade, facing out, you can see sidewalks that range from four to 
six feet wider than they currently are, which will provide room for sidewalk 
dining, stroller parking and bike racks. 

Additionally there is a two-foot landscape planter between the sidewalk and 
traffic except where there are crosswalks. This will help keep people from 
jaywalking, a current problem.

You can aslo see (below) a decorative crosswalk. These would be at the 
intersections, but also mid-block.
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This is an initial idea for a small amphitheater in Memorial Park, near the 
location of the horseshoe pits. It would include seating for approximately 
200 to 300 people, with a covered stage, built-in sound and lighting sys-
tem, and a paver stone patio area in front of the stage - a great place for 
summer yoga sessions, or additional seating.

The stage can accommodate musical groups, smaller stage productions, 
and the amphitheater, even where there are no performances, provides a 
great place to simply sit, relax or have lunch.
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Recommendation #8: Implement the development of the gateway at the inter-
section of 321 and Sunset

Implementation timeline: Summer of 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $100,000

Funding source options: TDA funding

Rationale and to-do steps: One of the key elements of this plan, and “manag-
ing” tourism, will be to better utilize the intersection of Highway 321 and 
Sunset Drive. 

The Gateway and River Crossing, shown on these two pages, is an excellent 
“first impression” for Blowing Rock. It creates a sense of place and arrival—a 
feeling that, “We’ve arrived!” This is a great traffic calming element to slow 
traffic at this intersection, which was a common complaint heard from local 
input.

While much of this project has been completed, we recommend that the ad-
ditional elements, shown in these renderings be completed.

If a neighboring business is concerned that the gateway will block views, the 
opposite is true. This gateway will attract the attention of all passers-by and 
draw their attention to Sunset Drive and the businesses at or near the inter-
section—especially those on the gateway side of the highway.

Currently this intersection is very nondescript. It says nothing about Blowing 
Rock in terms of creating a good first impression. Since there currently is no 
wayfinding of any kind along the highway that would direct people to down-
town Blowing Rock, a gateway here will help fill that void.

Please do not lessen the impact of the work here. It needs to be as shown 
with no scaled-down version. Otherwise it’s effectiveness will be greatly di-
minished and less effective at slowing people down at this intersection.
 
The plan, as designed, should be implemented as designed.

Concept Site Plan - Revised

Concept New River Crossing Sketch - Revised
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Concept Gateway Sketch – Revised Option 1 

The Sunset Drive gateway and river crossing, shown on these two pages, should be developed 
as drawn and not scaled-back. This is the primary intersection to downtown Blowing Rock and 
the town’s “first impression” giving a sense of arrival.

This entrance along with the North Main (from 321) entrance should be the two primary ways 
into downtown.
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Recommendation #9: Fill the steps, reduce trip-hazards on the steps between 
Broyhill Park and downtown

Implementation timeline: Spring 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $300 plus labor

Funding source options: General fund revenues

Rationale and to-do steps: The steps between downtown and Broyhill Park, 
in both locations, are in need of improvement and are currently a danger-
ous trip hazard. Simply adding two yards of 5/8” crushed rock between the 
steps, and then compacting it, will make these steps far more usable. As 
you see here and as we observed, pedestrians walk around the steps rather 
than use them.
 
This would be an easy fix. The Legion Hill Park Connector project will also 
provide ADA access, once that project is completed.
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Recommendation #10: Move the Blowing Rock sign from behind Public Works 
to a new location for selfies and photo opportunities. Include the hashtag.

Implementation timeline: Summer of 2022

Leadership: TDA | Town of Blowing Rock

Approximate cost to implement: $20,000

Funding source options: TDA capital improvement funding

Rationale and to-do steps: The Blowing Rock sign (right) should be moved 
from this location to a site in Memorial Park. An initial thought would be to 
place it on the back side of the restroom facilities (below the arrow, bottom 
right photo). 
 
This provides ample room for people to see it and photograph it. Add the 
hashtag #LoveBlowingRock to the sign, and a note letting people know there 
is free wifi downtown.

The sign is a bit larger than the back wall, so perhaps it could be mounted to 
posts and placed among the gardens, which would add to the appeal of the 
sign.

Make sure you don’t attach it to the chain link fences at the tennis courts. 
You want whatever’s behind the sign to still reflect a positive image of 
Blowing Rock.

An added benefit of having it in that location, is that it would be fac-
ing south, so it would be in the sun most of the time—much better for 
photography.
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Recommendation #11: Additions to marketing: printed guide, website, social 
media channels promoting seasons and “best time to visit.”

Implementation timeline: Spring of 2022

Leadership: Blowing Rock TDA

Approximate cost to implement: Included in current marketing

Funding source options: TDA marketing budgets

Rationale and to-do steps: We recommend that there be an addition to the 
marketing materials (digital and printed). BlowingRock.com (the TDA’s mar-
keting website) has several places where it could add “planning your trip” 
with additional information. Those could be links on the website, or an ad-
ditional page or two in the Blowing Rock Guide.

This would include:
Seasonal considerations:
 - 10-day weather forecast
 - Road conditions (weather and construction)
 - What to bring, what to wear
 - Parking in Blowing Rock
 - Special deals, by season
Best time to visit Blowing Rock
 - A page that would highlight special deals, easier parking, no wait times 
   at restaurants, etc.

This page could easily be added to the website with links in the “Plan Your 
Trip” drop-down menu (right). In this example, we chose “Winter in Blowing 
Rock” and this would be a great place to offer seasonal considerations and 
best time to visit. You could also link it from the “See and Do” and “Plan” 
drop down menus (opposite top left).

In the guide, a “best time to visit and “seasonal considerations” or simply 
“Seasons” page could provide links to “current conditions” on the website, 
but could also include and include information about parking and other 
considerations.

A second option would be to re-format the website and guide into a  
“Pick your season, then Pick your passion” type of format (opposite, bottom 
left). Once a website visitor picks the season, it would take them to a page 
of links offering “advice” as well as “tips” and would also provide links to the 
top activities available that time of year.

This format lets visitors know that Blowing Rock is open year round, and 
would offer helpful advice - including how and where to park - with an em-
phasis on the current peak season shuttle.
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Pick your Season | Pick your Passion

NOV | DEC | JAN | FEB MAR | APR | MAY JUN | JUL | AUG SEP | OCT
W I N T E R S P R I N G S U M M E R F A L L

PICK YOUR PASSION

Winter hikes 
Downhill skiing 
Holiday happenings 
Shopping & dining 
Music & culture 
Festivals & events

10-day forecast 
What to wear 
What to bring 
Road conditions 
Parking in town 
Special deals

In the Blowing Rock Guide, 
right after the introduction page, 
should be a page that includes 
“seasonal considerations.” It 
would provide links to current 
road and weather conditions, as 
well as a ten-day forecast.

The page could also provide a 
link to “best places to park once 
you arrive.”

These could also be promoted 
on the TDA’s social media 
channels.
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Recommendation #12: Establish a Cultural Affairs Committee

Implementation timeline: Summer 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $30,000 each year and ongoing

Funding source options: TDA funding

Rationale and to-do steps: This is a suggestion that came from local input 
and is a terrific idea. One thing was abundantly clear in the weeks spent in 
Blowing Rock, and that was a lack of cultural depth outside of BRAHM.

Recommendation #7 (Downtown Master Development Plan) calls for the 
creation of an amphitheater and stage in Memorial Park. While this would be 
managed by the Downtown BID, the Cultural Affairs Committee would actu-
ally program this, and other spaces in downtown Blowing Rock.

The $30,000 a year budget would be used to fund street musicians and musi-
cal groups, stage productions, educational sessions, and artisans at work.

Imagine downtown Blowing Rock with magicians in Memorial Park for the 
kids, and live music on stage every evening. Imagine cooking demonstra-
tions, “Movies in the Park” one night a week, dances, and a variety of other 
stage acts. Additionally, musicians should be encouraged in spots along Main 
Street, in outdoor dining areas, etc.

While there is a LOT of talent in Blowing Rock, Boone, and neighboring 
communities, they are not given much of a chance to showcase their talent. 
By adding cultural depth, year round, Blowing Rock will attract the highest-
spending visitors. The evening entertainment will encourage overnight stays.

Studies have shown that when consumers meet artists-in-action, they are 
three times more likely to buy art from them. It makes a personal connection;  
“I met this artist.” So showcasing potters, painters, craftspeople, fishing lure 
artists, and glass blowers will help make Blowing Rock North Carolina’s 
premier arts community, and THAT will attract the very top-spending visitor 
demographic.
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In most cases you would not even need to pay them to set up shop for a few hours or a few days. They would 
make money selling their creations. Providing the location to sell their creations is the important contribution.

When it comes to street vendors and artisans, often they can be paid along the lines of $50 to $80 a day, and then 
they also make money through tips—passing the hat, as the magician (left) does at the end of each performance.

Greenville, SCAsheville, NC

Asheville, NC
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Recommendation #13: Add a brochure distribution kiosk at the “Regional 
Visitor Center”—App Mountain Visitor Center along Highway 321, Tanger 
Outlets, and other appropriate locations

Implementation timeline: Summer 2022

Leadership: TDA

Approximate cost to implement: $3,500 ($350 each)

Funding source options: TDA lodging tax revenues

Rationale and to-do steps: The TDA does a fantastic job of making sure the 
Blowing Rock Guide is available at kiosk locations in downtown, but visitor 
information should be made available in other locations as well.

A brochure/guide holder, like the one shown below in North Platte, 
Nebraska would be excellent. For Blowing Rock it could include the North 
Carolina Travel Guide, Blowing Rock’s guide, and perhaps High Country 
Magazine or another regional guide. The brochure/guide holder was custom 
made by a local craftsperson at a cost of approximately $300. It is made from 
anodized and powder coated aluminum, with a hinged lid.

Locations might include:
  - Tanger Outlets
  - Tweetsie Railroad
  - App Mountain Ski Area Welcome Center
  - App Mountain Ski Area
  - The Blowing Rock
  - The Chamber of Commerce (replacing the current dispenser)
  - Mystery Hill attraction
  - The Fossil Museum
  - American Legion Building
  - Broyhill Equestrian Preserve | Showgrounds
  - At the new parking garage

Add a trash receptacle at each of these locations. Yes, it’s sad but true, that 
sometimes people will grab a brochure, decide it’s not useful and will toss it. 
And since people are now out of their vehicles, it’s a great opportunity to let 
them dispose of trash here, rather than tossing it elsewhere or alongside the 
parking areas.

When trash is picked up (with a set schedule) the person doing so could 
also stock the brochure/guide holder.
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Recommendation 14: Contract for the design of a comprehensive Wayfinding 
System

Implementation timeline: Summer of 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $60,000

Funding source options: Federal infrastructure and transportation grants, TDA 
assistance, state grant resources.

Rationale and to-do steps: A wayfinding system showcases things we may not 
know you have, such a public parking, restrooms, visitor information, attrac-
tions like BRAHM, the 1888 Museum, Broyhill Park and Mayview Lake, the 
town’s pool and recreational facilities, nearby equestrian facilities, Bass Lake, 
access to the Middle Fork Greenway, etc.
 
The wayfinding system includes vehicular signage, pedestrian wayfinding 
(included in the Downtown Master Development Plan), and trail signage. 

Navigation systems are NOT a substitute for wayfinding, or directional sig-
nage. We use wayfinding systems to find places we knw exist: “Hey Siri, take 
me to the Blowing Rock Library.” 

There are numerous companies that specialize in “exterior” or “environmental 
wayfinding,” which is different than institutional wayfinding, which is signage 
in hospitals, college campuses or malls.

Some of the best include Corbin Design, Axia Creative, Cloud Gehshan, and 
others. Avoid using graphic design agencies or architectural firms, unless they 
have staff that specialize in wayfinding systems.

These are designed and built to federal highway standards, which have very 
strict guidelines. In Blowing Rock there are more signs telling people how to 
leave, and virtually none helping people get into Blowing Rock. The system 
is currently “broken” or incomplete creating some of the traffic congestion, 
confusion, and gridlock during the peak seasons. 

The wayfinding system would also include wayfinding along Highway 321, 
which currently has none until you get to Boone or Lenoire. This is a ma-
jor challenge for visitors, considering how many people come into Blowing 
Rock each year. 

The system will help mitigate traffic flow as well, directing most visitors up 
Sunset from Highway 321 as opposed to having them head north from the 
south end of Main Street, which is a winding road with short sight distances.

As part of the wayfinding system, downtown maps would be created that 
will match maps provided online and in printed guides, with maps located at 
parking facilities and in other areas of the town.

Wayfinding signage is always decorative, matching the ambiance of the town. 
This project, in itself, should reduce traffic congestion and parking issues by 
nearly 30%, according to other studied case histories.
 
The system could even include digital counters to let visitors know how 
many parking spaces are available at each parking garage. These would be 
placed among wayfinding signage, not AT the actual garage. We noted nu-
merous times the same vehicles visiting every downtown parking lot, trying 
to find one that could accommodate their vehicle. One vehicle might be on 
and off of Main Street several times in just 15-minutes, creating quite the traf-
fic nightmare.
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The following images show a few of the suggestions (the numbers on each 
image) from the Destination Assessment performed in the summer of 2021. 
All of these will be addressed in the development of a wayfinding system.
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We encourage the Destination Blowing Rock to view “The Art of Developing 
a Wayfinding System,” prior to issuing the Request for Qualifications for way-
finding system design, fabrication and installation. The video can be found in 
the Destination Development Association’s Resource Center, Video Library, in 
the Tourism Development section. 
 
The images to the right showcase a couple of examples of vehicular 
wayfinding.
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Recommendation #15: Change Maple Street to a one-way (southbound) lane.

Implementation timeline: March 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $500 (for new signage)

Funding source options: General funds

Rationale and to-do steps: During the Assessment process, we suggested 
changing Maple Street into a one-way street from the post office and public 
parking lot to Sunset Drive.

This is a narrow street, with a tight turn on Sunset, and by making it a one-
way street, confusion and congestion will be reduced on both Maple and 
Sunset.

1) Remove the Parking sign at the intersection of Maple and Sunset (#6 above 
right).

2) Replace it with a one-way do-not-enter sign. Also paint an arrow on the 
street pointing south (towards Sunset) in two or three locations between the 
parking lot and Sunset.

3) Then place a parking sign (until the wayfinding system is in place) on 
Main Street directing visitors down to the public parking area and the post 
office.

4) When visitors come into the parking lot, lower the sign about two feet so 
it’s not in the trees and higher than where typical road signs would be seen 
(#8 opposite).
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Recommendation #16: Sign on restrooms: where or who to call

Implementation timeline: Spring 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: Nil

Funding source options: Not necessary

Rationale and to-do steps: The sign, below, is tacky (no offense) and should be 
redeveloped. Please avoid scaring people with “Use at your own risk.” We’re 
sure this is due to the pandemic, but the sign should be updated, profession-
ally designed, laminated, and placed in a frame rather than using red tape as 
you see here. The restrooms should be open until 10:00 every night during 
the peak summer months, and a phone number should be included so that 
users can alert authorities should the facility run out of supplies, or if there’s 
a clog or other issues. 
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Recommendation #17: Do not penalize businesses for converting street-front 
parking to pedestrian-only access

Implementation timeline: January 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: With the creation of additional parking (private lot 
partnerships, parking garage) businesses should not be penalized for remov-
ing store-front parking. In fact, if anything, they should be rewarded for 
doing so. As restaurants, throughout town, have added capacity, they are not 
penalized for adding more parking to accommodate their guests. This rule 
should apply to every business downtown.
 
The days of having “x” number of parking spaces per “x” number of square 
feet ended more than 30 years ago. This is why public parking lots, garages, 
and partnerships have been the norm all of these years.

Blowing Rock Market (center left) is one example where the front “lot” is 
being converted into a patio and event space, which is a perfect fit for help-
ing to make downtown Blowing Rock more pedestrian friendly. You want 
downtown to be about people— not cars, parking and traffic. They should 
be rewarded for making this change. 

It would be great if, across the street (left, bottom), those businesses did the 
same thing: Replacing store-front parking with patio seating, gardens and 
beautification.
 
This will actually reduce congestion (especially at this intersection), assist 
with traffic flow, and the businesses here will see their retail sales increase 
as a result. Especially since more than 90% of the retail sales in downtown 
come from pedestrian traffic. Currently, these businesses are difficult to ac-
cess either on foot or by vehicle. But with new sidewalks, decorative cross-
walks, and outdoor patio, garden and seating spaces, these business will 
become places to spend time and money.
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Recommendation #18: Add seating to the gazebo and around Mayview Lake in 
Broyhill Park.

Implementation timeline: Spring 2022

Leadership: Town of Blowing Rock

Approximate cost to implement: $2,500

Funding source options: General fund revenues

Rationale and to-do steps: Broyhill Park is one of Blowing Rock’s best assets. 
It’s a stunning park and a great way to get a bit of exercise with people walk-
ing the trail around the lake.

However, an additional 20 or so benches should be placed along the trail 
and in the gazebo. Next to each should be a trash receptacle. This is a fantas-
tic location to escape the “noise” of downtown, reflect and relax.

Adding more seating throughout the park will make it an even better 
experience. 

If vandalism has been an issue, consider placing a wireless, battery-operated 
camera inside the gazebo that would send alerts (using the town’s wifi) to 
officials. No signage would be needed as vandals look for cameras since it’s 
their desire to not be caught.

This is one of the most beautiful parks in the Carolinas and should be noted 
as a “reflection” point for both locals and visitors alike.
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Recommendation #19: Contract for the creation of a Downtown Business 
Improvement District (BID)

Implementation timeline: June 2022 start

Leadership: Town of Blowing Rock | Chamber of Commerce

Approximate cost to implement: $60,000

Funding source options: Loan against future revenues, grant funding, general 
fund revenues

Rationale and to-do steps: Every downtown should be a partnership between 
the public-sector (the town) and property owners and merchants.
 
The town benefits from an increased tax base (property values) and busi-
nesses benefit from increased retail and restaurant sales.

To create a Business Improvement District (BID), the first order of business it 
to issue a Request for Qualifications for the creation of the BID. One of the 
best at this is Civitas, based out of Sacramento, California.

When developing the BID, boundaries will need to be established. There 
might be a primary district and a secondary district, each contributing their 
“fair share” of the revenues generated in that district. For example, businesses 
along Main might be levied slightly more than those on Sunset or down 
Morris or those not in the core area, where the funds would be primarily 
invested.

The use of the funds needs to be established. We recommend that down-
town Blowing Rock (the BID) hire or contract for a full-time Downtown 
Association Executive Director. 

This person will be the voice of downtown, representing both property own-
ers and tenants. This will be needed, and this position would also work with 
the town’s public information officer and the TDA’s social media manager.

The job description would also include:
- Obtaining beautification services for watering facade-based pots and plant-
ers for downtown merchants.

- Managing the Memorial Park Plaza to keep it programmed at least 200 days 
a year with activities.

- Organizing other downtown events and happenings, such as art walks, the 
Taste of Blowing Rock, wine walks, First Friday events, and other merchant-
driven happenings. This could be a great partnership with the Blowing Rock 
Chamber of Commerce.

- Working with property owners and tenants on facade improvements and 
other initiatives in this plan.

- Should the power be placed underground (an initiative we fully recom-
mend and support in the creation of this plan), it will require all businesses 
to re-position where power would now enter their properties. Funding could 
be put in place to help offset that cost, or put in place to offer zero or low-
interest funding of this.

- The BID Director would also work directly with the businesses as utility 
work proceeds, helping to reduce the impact on local businesses when ac-
cess is interrupted. 

- Creating a buying cooperative for benches, pots, planters, plantings, blade 
signs, lighting, etc.

It is far easier to sell the BID to businesses and property owners once they 
know how the money will be used and what’s in it for them. If you can show 
them a return on the investment, it will be far easier to see the BID come to 
fruition.

When BIDs are created, they are created WITH downtown businesses and 
property owners, not by the town and then plopped onto the businesses. 
Once a budget is set, an assessment program is then established. It can 
include various factors, like the type of business, square footage, number of 
employees, and location. 

All of this is developed with the property owners and downtown businesses. 
Historic downtowns, once a 501(c)(3) non-profit is created, can apply for 
a number of federal and state grants, low and zero-interest loans and other 
programs only available to downtowns. 
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It may even be worth looking into becoming a Main Street America com-
munity, a part of the National Trust for Historic Preservation. Also look at the 
North Carolina Main Street and Rural Planning Center for assistance.
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Recommendation #20: Add decorative crosswalks at the intersection at Hwy. 
321 and Sunset

Implementation timeline: Spring of 2023

Leadership: Town of Blowing Rock | TDA | Chamber of Commerce

Approximate cost to implement: $100,000

Funding source options: TDA | Transportation grants | NCDOT

Rationale and to-do steps: One of the most common complaints from local 
residents is the speed of vehicles through the intersection of Sunset Drive 
and Highway 321. 

To help slow traffic, we recommend that decorative crosswalks (StreetPrint or 
DuraTherm process) and a decorative intersection be developed here. This 
would be visible from a quarter mile away (or further) and will slow traffic 
considerably through here. It will also form a gateway to downtown Blowing 
Rock.
 
The DuraTherm process actually embosses the design (whatever you’d like 
that to be) into the asphalt, and it has a twenty year life. It can accommodate 

snow removal and heavy traffic since the designs are embedded into the 
asphalt using a die or vinyl coating rather than paint.
 
The photos here (below and opposite) provide examples of decorative in-
tersections. Obviously, these would not be designs Blowing Rock would use, 
but these show examples of the traffic calming capabilities of a decorative 
intersection.

Once the embossing equipment and “dies” have been put in place, the pro-
cess can be completed in a single day on one lane of the highway at a time 
so as not to create major traffic inconveniences.
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For Blowing Rock, decorative intersections should be used at Sunset Drive 
and Highway 321, at Sunset Drive and Main Street, and at Main Street and 
Highway 221. Doing this at each of these intersections will highlight focal 
points, make it much safer for pedestrians, and will assist with traffic calming 
efforts.

The designs could make the intersection look like you’re crossing river rock, 
or it could look like the stacked rock you see in town. From a distance, 
drivers will think it’s going to be actual stone, or river rock, slowing them 
down considerably as they believe it will be a bumpy portion of roadway. 
Of course, commuters will learn otherwise, but it’s still attractive and a great 
traffic-calming device.
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Recommendation #21: Add hashtags at town gateways, other locations

Implementation timeline: Spring 2022

Leadership: Town of Blowing Rock | TDA

Approximate cost to implement: $2,000

Funding source options: TDA funding

Rationale and to-do steps: Social media channels, including primarily Facebook 
and Instagram, are key ingredients to marketing Blowing Rock, yet most visi-
tors would have no idea what identifiers to use when posting their experi-
ences in Blowing Rock. This is your hashtag. Rather than have them guess 
what it might be, or have them make one up, the hashtag should be included 

at all gateway locations. And the hashtag #LoveBlowingRock should be 
used by the town, Chamber of Commerce, and the Tourism Development 
Authority.

At each gateway location (and where there are other opportunities, such as 
the Blowing Rock sign—Recommendation #13) there should be a banner 
sign stating “Share your experience: #LoveBlowingRock”

This should become part of the sign, so it needs to be professionally fabri-
cated and then added to the sign, becoming part of it. This is most important 
once visitors come into downtown. Locations: The amphitheater and stage in 
Memorial Park, at the Blowing Rock selfie sign, in Broyhill Park, at BRAHM, 
in front of the chamber building, and two or three other locations, including 
the signage along Highway 321.
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Recommendation #22: Push the counties to create a Watauga/Caldwell County 
Housing Authority

Implementation timeline: January 2022 and ongoing

Leadership: Town of Blowing Rock | TDA | Chamber | Civic Association

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: One of the top priorities for Blowing Rock is to 
work with Boone and other communities and stakeholder organizations, such 
as Appalachian State University, to push both Watauga and Caldwell Counties 
to create a regional housing authority to create “Low-Mod Housing.” 

This housing is NOT low-income. In fact, tenants must be employed to 
secure housing in these developments. Funded by Housing and Urban 
Development (HUD), they are typically privately developed, and then owner-
ship is turned over to the housing authority with the developer receiving 15% 
more than the development costs as profit.

While this housing would not necessarily be built in Blowing Rock, there are 
numerous locations , most closer to Boone, for this type of development.

Where the liquor store is located along Highway 321 would be an excellent 
place for this type of development. It has easy pedestrian access to down-
town Blowing Rock, easy access to the highway, a water feature right there, 
and these properties look nice and could easily be designed to fit into the 
community in terms of architectural style.

But there are also numerous other locations, likely far less expensive, for 
the development of moderate-income housing. Of the front-line workers we 
interviewed and met, nearly all of them would prefer to live in Boone since 
it’s more affordable, is a college town, and has more big-box retailers and a 
much stronger night-life than Blowing Rock.

We were surprised to find that there is no Housing Authority in the area, and 
this should be a top priority considering the fact that this is a tourism-based 
economy and a university area.

While these architectural styles may not fit Blowing Rock or Boone, these are 
both examples of Low-Mod Housing. The top is located in Little Rock, Arkansas 
and the lower rendering is the housing planned in Oakland, California.
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Recommendation #23: Implement the Legion Hill Park Connector plan

Implementation timeline: Fall of 2022

Leadership: Town of Blowing Rock | Chamber of Commerce

Approximate cost to implement: $1.2 million

Funding source options: Federal infrastructure grants | Village Foundation | 
private-sector funding: various sources

Rationale and to-do steps: Spending several weeks in Blowing Rock, we no-
ticed a physical divide between downtown and Broyhill Park. In fact, many 
visitors don’t even know the park exists unless they just happen to see it 
from a parking deck, or when exploring the area.

This project will maximize the underutilized space between Memorial and 
Broyhill Parks and the steep terrain there, which is largely overgrown and 
minimally maintained, with no ADA access. You can see, in the renderings 
on this page and next, an ADA accessible walkway down to Mayview Lake, 
and an amphitheater at the lakes shoreline.

Even when there are no performances or activities in the amphitheater, it 
provides an excellent place for people to simply sit, relax, and enjoy one of 
the most beautiful parks in North Carolina.
 
When there are performances, the setting is simply spectacular. Additionally, 
with a similar-sized amphitheater and stage in Memorial Park, the two gather-
ing spots can each offer a different experience tieing the two together.

This project will increase visitor circulation from park to park, provides 
another activity that will encourage overnight stays (versus day-visits) in 
Blowing Rock. Overnight visitors spend nearly three times that of day 
visitors.

The Blowing Rock Chamber of Commerce have agreed to provide manage-
ment and administrative services necessary to bring this project to fruition.
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Recommendation #24: Implement the History Walk Trail system

Implementation timeline: Spring 2024

Leadership: Town of Blowing Rock | Chamber | TDA | Village Foundation

Approximate cost to implement: $400,000

Funding source options: TDA | Grant funds | Foundation funding

Rationale and to-do steps: This is a great project that should be fully imple-
mented for several reasons:

1) It meets the objectives laid out in the Town of Blowing Rock 
Comprehensive Plan

2) It provides another activity that will encourage visitors to spend the night 
in Blowing Rock. The more you have to offer, the further they will travel and 
the more likely they are to stay longer.

3) Historical attractions attract the highest spending visitors.

4) Creating “walks” like this, encourages both locals and visitors to spend 
more time outdoors for a healthier lifestyle. It also spreads visitors out into 
the larger area, reduces pedestrian crowding downtown.

5) Once people learn about the history of the area they are visiting, they will 
relay interesting stories to others, promoting Blowing Rock in the process, 
and they become loyal to the destination.
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Recommendation #25: The use of lodging taxes

Implementation timeline: Spring 2024 and ongoing

Leadership: Town of Blowing Rock | Blowing Rock TDA

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: The use of lodging taxes, according to state law, in 
summary, is for the promotion and development of tourism. Lodging proper-
ties initially allowed municipalities, counties and state tourism organizations 
to tax their customers for the purpose of increasing overnight stays in their 
facilities.

This still is true today. And, by state law, seventy-percent of those funds are 
to be used to market the destination—in this case, Blowing Rock.

This does not necessarily mean bringing in more visitors, but marketing in a 
way that will create additional overnight stays, longer stays, repeat visits, and 
to bolster shoulder season tourism (weekdays, winter months).

The Blowing Rock Tourism Development Authority actually spends less than 
the 70% minimum, and reviewing budgets shows that a full third of the lodg-
ing taxes are being spent on “tourism development,” and that some dollars 
are being spent for non-tourism items.

One use of lodging tax dollars we noted was the mowing and maintenance 
of the right-of-ways along Highway 321 in Blowing Rock. This is NOT what 
these funds are intended for, nor will it increase overnight stays or even 
increase tourism spending. Nor does it help “manage” tourism—the purpose 
of this plan.

We recommend that the TDA no longer fund this, nor other uses that do not 
directly 1) increase overnight stays, 2) increase local spending by visitors, 3) 
does not assist in managing tourism (wayfinding, most of the recommenda-
tions in this plan), and 4) and does not mitigate areas that affect quality of 
life for local residents.

This particular expense should be managed and facilitated by the North 
Carolina Department of Transportation, who owns the right of way, or by the 
Town of Blowing Rock, who maintains other public right of way areas.

However, first impressions are lasting impressions, so we do believe items 
such as this need to be taken care of.

All too often, lodging taxes are seen as “free money,” but nothing could be 
further from the truth. These funds have strings tied to them, and their usage 
is clearly spelled out.

There are people in Blowing Rock who believe more of these funds should 
be dedicated to tourism mitigation, and we, respectfully, disagree. The TDA 
is already spending more than $300,000 a year to this effort, but please keep 
in mind that they are a “Destination Marketing Organization,” with a primary 
purpose of putting “heads in beds.”

The TDA already spends 100% of its marketing budget to that goal, with a 
very strong focus on increasing shoulder season lodging occupancies, and 
weekday occupancies during the busier months (see billboard examples, 
opposite).

We heard from several local sources that Blowing Rock suffers from too 
many day visitors. Once this plan is fully implemented, the town will have 
the capacity to handle the number of day visitors it has, with room to grow.

That being said, none of the marketing is geared to day-visits. But being 
located within a day-trip drive of more than seven million people, day-trip 
tourism will always be a large portion of the visitors Blowing Rock hosts.

This plan is really geared to mitigate the effects of hosting day-visitors since 
lodging properties already have their own off-street parking, and most are 
located where guests are able to simply walk a few minutes into the heart of 
downtown.

THE ONE-TIME USE OF SURPLUS FUNDS

That being said, the Blowing Rock TDA has a fund balance that exceeds 
what is required of the organization, and this total is somewhere in the 
neighborhood of $500,000. We recommend that this one-time Fund Balance 
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be dedicated to projects outlined in this plan. These funds would be used 
at the discretion of the TDA board as to how the funds would be specifcally 
spent—not necessarily as prescribed by state law with 70% dedicated to 
marketing and 30% towards product development projects. This would only 
apply to the Fund Balance over and above the balance needed to maintain 
one-half of a year’s operating budget.

In other words, each year the TDA sets a budget and projected lodging tax 
revenues. Should the revenues exceed the expected income, and expendi-
tures stay within the budget, the excess funds could be dedicated, at the dis-
cretion of the board, for product development, marketing, or other purposes 
that will mitigate or further enhance tourism in Blowing Rock.
 
This would, of course, need to be approved by the State of North Carolina, 
which has enacted the use of lodging taxes. 

It should be clear that this would ONLY apply to fund balances above and 
beyond projected revenues and expenses (a surplus, so to speak), while still 
leaving a “rainy day” fund balance plus operational expenses.

Lodging taxes, at the core, are to be used for the “promotion and develop-
ment of tourism.” That should ALWAYS hold true for these funds as well. The 
“development” of tourism can include many of the projects outlined in this 
plan as long as it will:
 - Enhance the visitor experience (parking, shuttles, wider sidewalks, 
   wayfinding, benches, etc.)
 - Encourage shoulder-season tourism
 - Increase overnight stays (providing evening entertainment, etc.)
 - Increase multi-day stays (festivals, events, additional activities...)

For each and every expenditure, make sure it passes these four requirements 
of state law with regards to lodging taxes.

Bottom line: 
Lodging tax dollars should not be used as grant funds, nor should they be 
used for purposes that do not directly assist in marketing or managing tour-
ism spending locally.

One other initiative that should be considered in the use of the Fund Balance 
is the creation of a Blowing Rock Branding, Development & Marketing Plan 
for the town. 

Branding is not about logos and slogans, but what you want Blowing Rock 
to be known for—beyond THE Blowing Rock. What is it that sets Blowing 
Rock apart from other Appalacian mountain towns? Is it the arts? Culture? 
Music? Food? Nightlife?

The reason this is important is that this plan would determine:
 - Who you want to attract (lifestyle or psychographics).
 - The primary and secondary markets.
 - Your unique selling proposition (beyond shopping and dining in a scenic 
   destination, being along the Parkway).
 - How best to position Blowing Rock to bolster shoulder season, weekday 
   overnight stays, and multi-day stays.
 - And how to market the community to mitigate peak season tourism, and 
   enhance shoulder season tourism.

In local feedback, there’s been some concern about WHO Blowing Rock is 
attracting as visitors. The Branding, Development & Marketing Action Plan 
would make this a priority. In essence this plan includes:

BRANDING (Finding your Unique Selling Proposition)
DEVELOPMENT (what needs to be done to attract the desired visitor)
& MARKETING (how to convince the desired visitors to spend time in 
Blowing Rock, shifting from peak to shoulder season tourism)
ACTION PLAN (the to-do list)

It includes a set of “Brand Graphics” (logo, taglines), key and secondary 
marketing messaging, a marketing, advertising and publicity plan, product 
development initiatives (so that you “own” your brand and can deliver on the 
promise it represents). All successful brands are built on product, not market-
ing. Marketing will only bring people to you once. Product (the experience) 
is what brings them back.
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The billboard examples you see here (both pages) are all designed to in-
crease shoulder season stays in Blowing Rock, and the program has been 
successful.

One recommendation we’d make is to eliminate the use of the hashtag 
#ParkwayTown, since that could include many other towns. Instead, we 
recommend using #LoveBlowingRock. When a person types in the words 
“Blowing Rock,” they are three times more likely to remember it.

The effort is promoting Blowing Rock more than the Parkway or any town 
along its 500 mile length.
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SUPPORTING DOCUMENTATION
INCLUDED HERE ARE:
- Citizen comments from the online questionnaire
- Parking structure cost outlook for 2021 (From WGI)
- Day-trip and overnight market demographics

Blowing Rock, North Carolina • Tourism Management Plan    77



ADDITIONAL NOTES FROM THE DESTINATION ASSESSMENT
Creating parking partnerships could include not only churches and existing 
businesses, but temporary use of private lots, as in the two examples noted 
during the Destination Assessment. These could be leased by the town, for 
perhaps $1 a month, with a 30-day cancellation agreement so that the owner 
can develop them. Meanwhile, these could add another 40 to 60 parking 
spaces in downtown, the town would maintain them, and they should fall 
under the towns umbrella insurance. Additionally, doing this will turn lemons 
into lemonade as these sights are currently very unattractive.

The photos, below, show the DuraTherm (or StreetPrint) process of stamping 
designs into asphalt streets, creating decorative crosswalks that also provide 
traffic-calming. In the lower photo, you can see the crew working on the far 
side of the street. Within minutes of stamping one side, the crew moves and 
the street is immediately opened back up to traffic. The photo (opposite) 
shows one design used in Los Angeles.
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Most visitors to a vibrant downtown will spend an average of four hours 
enjoying shopping, dining and entertainment. Downtown parking limits 
need to be changed to four hours, from three. It simply doesn’t make sense 
to chase customers away before they are done spending money in your 
downtown.

Generally, the purpose of two and three-hour parking limits was to discour-
age downtown workers from parking in time-limited spaces, but in Blowing 
Rock they are quite aware that there are no enforced penalties for exceeding 
the three hour limit.

Finally, this plan addresses the need to include four-hour limits for in-town 
parking, and no time limits at the off-site parking structure.
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CITIZEN INPUT FROM ONLINE QUESTIONNAIRE (last question)
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7CAAIB=HM���IH�K9�5F9�G99=B;�5�85B;9FCIG�7<5B;9�9J9B�=B�H<9�G<CFH�H=A9�K9�<5J9�699B�<9F9��0B:9HH9F98�5B8�
IB7CBHFC@@98�89J9@CDA9BH�K=@@�=FF9J9FG=6@M�7<5B;9��-�:CF�H<9�KCFG9��/<9�7=H=N9BG��J=5�H<9=F�9@97H98�C::=7=5@G�CB�H<9�/CKB�
�CIB7=@��B998�HC�<5J9�H<9�:=B5@�G5M�=B�89J9@CDA9BH���IFF9BH@M��H<9�D@5BB=B;�6C5F8�5B8�/CKB��CIB7=@�5F9�9GG9BH=5@@M�5�
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9J9BHI5@@M�CJ9FK<9@A�H<9�5IH<9BH=7�GA5@@�HCKB�:99@�C:��@CK=B;�-C7?�$:�MCI�8CBTH�69@=9J9�A9��HFM�HC�:=B8�5�D5F?=B;�GD579�
CB�5B�9J9BH�K99?9B8�=B�H<9�GIAA9F�/<9�9LCF6=H5BH�7CGH�C:�8=B=B;��<CIG=B;��5B8�9J9B�GCA9�G<CDD=B;�K=@@�9J9BHI5@@M�
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�@CK=B;�-C7?�IG98�HC�69�5�7<5FA=B;�5B8�EI5=BH�J=@@5;9��6IH�CJ9F�H<9�D5GH����M95FG�H<=G�<5G�7<5B;98�GI6GH5BH=5@@M�5B8�
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;FCGG@M�CIH�C:�DFCDCFH=CB�K=H<�GIFFCIB8=B;�6IG=B9GG�5B8�F9GH5IF5BH�6I=@8=B;G�/<9�AI@H=�IG9�6I=@8=B;�57FCGG�:FCA�/CKB9�
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/<CG9�C:�IG�K<C�@=J9�=B��@CK=B;�-C7?�?BCK�<CK�HC�5JC=8�;C=B;�H<FCI;<�HCKB��6IH�HCIF=GHG�8C�BCH�/C�A9��A5?=B;�.IBG9H�
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PARKING STRUCTURE COST OUTLOOK FOR 2021
Rob McConnell, PE, Vice President, WGI 

Raymond Smith, PE, Vice President, WGI

WGI specializes in parking structure planning and design, and for 

more than 40 years, we maintained a database of construction 

costs from hundreds of parking facilities of varying sizes and scopes 

throughout the country. Since 2003, publishing our annual parking 

structure construction cost report provides an important planning 

tool for owners, contractors, and design teams. 

The disruptions from COVID-19 during 2020-21 created industry-

wide uncertainty and challenges for predicting construction costs. 

Using the best industry sources as a guide, we analyzed the data and 

prepared our parking structure outlook for the year. For this forecast, 

we only omit the cost of parking structures that are completely or 

significantly below grade since their cost is much higher. The cost 

data is assigned factors based on the time of bidding and location 

of the parking structure. The time factor is based on the Building 

Cost Index (BCI), published by Engineering News-Record (ENR). 

The location factor is taken from the yearly edition of the RS Means 

Building Construction Cost Data. Applying these two factors to 

actual construction cost data adjusts the cost to a current national 

basis, and from that we determine the national median. The national 

median can then be re-adjusted to reflect a median construction 

cost in almost every city in the United States. 

As of August 2021, our statistical data indicates that the median 

construction cost for a new parking structure is $25,700 per space, or 

$76.70 per square foot; a 15.8% increase from 2020 when the median 

cost was $22,200 per space. The table on the following page lists 

the 2021 median parking structure construction costs in various U.S. 

cities with the lowest cost in Jacksonville, the highest in New York, 

and Detroit at the national median index of 100.0. 

Please note that the construction cost data does not include costs 

for items such as land acquisition, architectural and engineering fees, 

environmental evaluations, materials testing, special inspections, 

geotechnical borings and recommendations, financing, insurance, 

owner administrative and legal, or other project soft costs. Soft costs 

are typically about 20% of construction costs but can be higher for 

owners who allocate their internal costs directly to the project.

Four-level, 326-space, CIP PT parking structure. This garage was designed for future 
expansion and included glass-enclosed stair towers for optimal passive security. The 
parking facility provides crucial additional parking for the VA Siera Nevada, Reno, NV 
campus.

O$ices Nationwide | 800.394.7275 | WGInc.com

University of Iowa Hospitals and Clinics Underground Parking Ramp | Iowa City, IA

O!ices Nationwide | 800.394.7275 | WGInc.com

FOR COMPARISON, A MEDIAN-COST PARKING STRUCTURE TODAY TYPICALLY INCLUDES:

City Index Cost/Space Cost/SF

Albuquerque 87.1 $22,385 $66.81

Atlanta 89.2 $22,924 $68.42

Birmingham 86.4 $22,205 $66.27

Boston 114.3 $29,375 $87.67

Charlotte 87.0 $22,359 $66.73

Chicago 119.5 $30,712 $91.66

Cincinnati 89.9 $23,104 $68.96

Cleveland 96.0 $24,672 $73.64

Denver 91.5 $23,516 $70.18

Dallas 86.0 $22,102 $65.97

Detroit - Median 100.0 $25,700 $76.70

Houston 86.6 $22,256 $66.43

Indianapolis 92.3 $23,721 $70.80

Jacksonville - Lowest 84.0 $21,588 $64.43

Kansas City, MO 99.3 $25,520 $76.17

Las Vegas 105.4 $27,088 $80.85

Los Angeles 118.8 $30,532 $91.12

Miami 85.1 $21,871 $65.28

Minneapolis 107.0 $27,499 $82.07

Nashville 89.0 $22,873 $68.27

New Orleans 85.0 $21,845 $65.20

New York - Highest 132.2 $33,975 $101.40

Oklahoma City 84.8 $21,794 $65.05

Philadelphia 115.8 $29,761 $88.82

Phoenix 87.0 $22,359 $66.73

Pittsburgh 100.7 $25,880 $77.24

Portland, OR 103.2 $26,522 $79.16

Richmond 88.8 $22,822 $68.11

St. Louis 100.6 $25,854 $77.16

Salt Lake City 90.5 $23,259 $69.42

San Diego 109.4 $28,116 $83.91

San Francisco 129.8 $33,359 $99.56

Seattle 106.7 $27,422 $81.84

Tampa 84.8 $21,794 $65.05

Washington, D.C. 95.5 $24,544 $73.25

National Median 100 $25,700 $76.70

OVERALL PARKING STRUCTURE CONSTRUCTION COST WOULD BE HIGHER THAN THE MEDIAN IF IT 
INCLUDES THESE ENHANCED FEATURES

• 8’-6” to 8’-9” wide parking spaces

• Precast concrete superstructure

• Precast concrete façade with a single integral color and basic 

reveal pattern or basic thinset brick

• One or two elevators and stairs open to the interior, and clad 

with exterior glass curtain wall 

• Standard wayfinding and signage

• Shallow-spread footing foundations

• All above-grade construction 

• Open parking structure with natural ventilation; without 

mechanical ventilation or fire sprinklers

• Minimal or no grade-level commercial space

• Standard parking access and revenue-control system

• Standard energy e!icient LED lighting

2021 15.8%
CONSTRUCTION COST FROM 2020

• 9’-0” wide parking spaces or larger 

for improved user comfort

• Cast-in-place post-tensioned 

concrete superstructure for 

lower maintenance costs

• Architectural façade with 

adorned precast, brick, 

metal panels, and other 

materials

• Stormwater management 

including on-site retention/

detention 

• Deep foundations such as caissons 

or piles

• Below-grade construction

• Enclosed stair towers due to local code requirements 

• Enclosed parking structure without natural ventilation where 

mechanical ventilation, fire sprinklers, and fire-rated stair shafts 

are required

• Flexibility for future parking/building expansion, or incorporation 

of roof-level photovoltaic (“solar”) panels

• Service life in northern/

coastal regions beyond a 

standard 50 to 60 years

• Grade-level commercial 

space

• Mixed-use development 

where the parking is 

integrated with o!ice, retail, 

residential, or other uses

• Custom wayfinding and signage system

• ParkSmart® Certification following the Green Business 

Certification, Inc. (GBCI) program

• Energy e!icient LED lighting with occupancy and photocell 

computer-control system

• Electric vehicle charging stations 

• Enhanced parking technology

• License-plate recognition

• Parking-guidance system

• Car-count system with variable-message LED signs

• WiFi and cellular services

• Solar-energy collection

• Building Management System

Building Management Systems are 
often used to help manage technology.

PARKING STRUCTURE COST OUTLOOK FOR 2021
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Construction in the United States saw unprecedented challenges 

in 2021 as we emerge from the COVID-19 pandemic. Material and 

labor shortages are the new normal, resulting in cost increases for 

both design and construction. Challenges in the construction market 

prior to the pandemic were headlined by skilled and unskilled labor 

shortages in the construction trades, tari!s, and international trade 

relationships. Today, those challenges still exist, are more pronounced, 

and are now joined by material production, manufacturing, and 

shipping bottlenecks and the ongoing and often intermittent 

government restrictions intended to curb the spread of COVID-19. 

Turner Construction reported price spikes in material costs for lumber, 

steel, copper, aluminum, PVC, and gypsum although — heading into 

Q3 — raw material costs appear to be returning to earth. 

The global pandemic certainly impacted every asset class in some 

manner. Urban core o!ice buildings, hotels, education, and the retail 

sector were all negatively impacted by a decrease in new project 

starts. Richard Branch, chief economist for Dodge Data & Analytics 

(“Dodge”) told ENR that, “the dollar value of hotel construction starts 

fell 46% in 2020, to $9.7 billion… in 2021 Dodge forecasts an additional 

7% decline.”7 Meanwhile, healthcare, industrial/warehouse, and 

residential construction all saw increases in activity. After falling 26% 

in 2020, overall forecasts for commercial construction are mixed, with 

a consensus that o!ice and hotel construction will remain depressed 

while other types of commercial buildings will show modest increases 

over last year. Dodge posits that parking structure starts will increase 

by 4% during the year, possibly linked to the forecast growth of retail, 

healthcare, and transportation buildings.

This past March 2021, President Biden signed into law the 

American Rescue Plan Act (ARPA). Passage of ARPA 

promoted communities around the country 

to start developing strategies for how 

to win and spend American 

PARKING INDUSTRY 2021  CONSTRUCTION ECONOMIC FORECAST

Four-level, 399-space, precast parking structure. This garage is located o! the historic 
courthouse square in the City of Oxford, MS. This garage o!ers convenient parking 
for visitors and employees of local businesses, especially during Ole Miss fall football 
season and Double Decker Festival in the Spring.

Rescue Plan Act (ARPA) funding. ARPA provided $350 billion for state, 

local, territorial, and tribal governments to address COVID-19-related 

economic impacts. Building infrastructure is notably eligible for ARPA 

funding, specifically including construction or enhancement to medical 

and educational facilities. The Congressional Budget O!ice projects 

real GDP growth of 6.7%, but coupled with that, many economic 

models show inflation of more than 2.5% persisting through 2023.

On the horizon, in the Fall of 2021, are two potential infrastructure  

bills currently making their way through Congress; potentially 

totaling over $4.5 trillion in broadly classified infrastructure spending. 

Should one or both infrastructure bills become law, we would  

anticipate an increase in construction costs and labor challenges for 

construction markets. 

Finally, construction starts and spending will be uneven across the 

country. Speaking to ENR, Jay Bowman of FMI Corp. suggested, we 

believe correctly, that, “geography will be a defining characteristic 

of the post-pandemic recovery. Although this always has influence 

on how recessions and expansions are experienced, it will be much 

more pronounced [this time].” 1 Geographic di!erences due to di!erent 

political policies, that were and continue to be adopted at state and 

local levels to curb COVID-19 infections, are a significant factor in the 

recovery of local construction markets. 

• Cast-in-Place Concrete Construction

• Increased Building Area/Car

• Below-Grade Construction

• Architectural Enhancements 

• Deep Foundation System

• Northern Climate Durability Features

• Enhanced Technology 

• Sophisticated Parking Management System

• Integration of Solar Panels 

• Enhanced Snow and Ice Management System

• EV Charging Stations

• LED Lighting System Premiums – Motion Sensors/Dimming

• Unique Site Conditions

• Stormwater Management 

• Forestry Management 

• Enclosed Floors/Mechanical Ventilation and Fire Sprinklers

• Bicycle Housing

• Custom Wayfinding 

• Flexibility for Future Parking or Building Expansion

• Pedestrian Bridge 

• Integration of Mixed Uses 

• Enhanced Landscaping / Hardscape 

• Pretopped Precast Concrete
• Single Supported Level

• Decreased Building Area/Car
• Eliminate Parking Access Control

• Plain Precast Façade
• Eliminate Glass-Backed Elevators

• Eliminate Exterior Glass Stair Enclosure
• Reduced Durability Features (Regional)

• Eliminate Enclosed Stairs (Regional)
• Asphalt Paving at Grade

• Eliminate Grade-Level Barrier Wall

MEDIAN

COST
INCREASE
FEATURES

COST COST
DECREASE
FEATURES

COST DRIVERS:
Features That Impact
the Cost of a 
Parking Structure

SUMMARY

What does this mean for the new parking structure construction 

and the median construction cost for these facilities in 2021 and 

near term? The short answer is costs are going up. We believe that 

nearly all local markets will see an increase in the construction cost of 

parking facilities over 2020, primarily due to the increase in the cost of 

manufactured goods and the increasingly acute skilled and unskilled 

labor shortages, more so than due to an increase in overall demand. 

Meanwhile, above-average demand will play a significant factor in 

markets that experienced greater post-pandemic population growth 

than the already-expected net population growth, and construction will 

be necessary to accommodate that growth. As previously mentioned, 

WGI’s cost model shows a construction cost increase of 15.8% over 

last year, but most economic indicators suggest that this trend will not 

continue at this pace but is expected to increase at a more normal 3%  

to 5% through 2022 and 2023. 

The parking professionals at WGI are happy to assist with the 

planning and budgeting of your next parking structure. If you have 

any questions or would like specific cost information for your 

area, contact Raymond Smith at Raymond.Smith@WGInc.com 

and Rob McConnell at Rob.McConnell@WGInc.com. Or call us  

at 800.FYI.PARK (800.394.7275). 

As a multidisciplinary solutions-providing consulting firm, WGI has 

20 o!ices in seven states, serving an active client base in 30 states, 

specializing in the following disciplines: parking facility design and 

engineering, building restoration and structural engineering, mobility 

planning, transportation engineering, land development/municipal 

engineering, tra!ic and transportation engineering, geospatial and 

land surveying, subsurface utility engineering, landscape architecture, 

environmental sciences and water resources, architecture, land 

planning, and MEP engineering. In 2021, ENR ranked WGI #175 — up 

12 places — on its list of the Top 500 Design Firms, while at the same 

time naming WGI its 2021 Design Firm of the Year in the southeast 

United States. 
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LET’S TALK. For more information about this study or to have a 
conversation with one of our experts, please contact us:
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Contact Information 

Roger Brooks International, Inc. 
24654 N. Lake Pleasant Pkwy

Suite 103-487
Peoria, AZ 85383

(206) 241-4770 

Email: Natalie@RogerBrooksTeam.com 
www.RogerBrooksInternational.com

Copyright © 2021 Roger Brooks International, Inc. All rights reserved. No part of this material may be reproduced, 
stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying, 

microfilming, recording, or otherwise without written permission from Livingston County, New York


